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SLAM! 


This illustration.shows how we will feature 
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SPRINGTIME BRINGS YOU THIS 
SPECIAL OPPORTUNITY for PROFITS 


Sr THE SLAM! That is the message 
that millions of families will read in our 
timely advertisement in the Saturday Evening 
Post and other consumer magazines in May. 


See how the idea is visualized by means of 


the interesting picture at the left. 


Your opportunity to ring up new profits 
lies in showing them how to stop the slam— 
how to have the utmost in quiet and comfort 
by controlling screen doors with the YALE 
Model 570 Door Closer. 


This compact, efficient door controlling de- 
vice (also pictured at left) was designed especi- 
ally for screen doors. It closes the door gently 
and firmly —prevents noise and helps keep out 
insect pests. And it is built to the same high 
standards of quality as are the larger YALE 
Door Closers which control doors in many of 
America’s finest residences and other buildings. 


It is not enough merely to have the Model 
570 in your stock. Keep it prominently dis- 
played. Have your men show the YALE 
Screen Door Closer to every customer and 
point out its advantages. A little effort like 
this will pay you well in sales and profits. 


“The name YALE helps the sale’’ 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U.S.A. 


= 




















the YALE Model 570 Screen Door Closer in bad 
our Saturday Evening Post advertisement 
of May 5th. 
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RUST-I-CIDE 


Dissolves Rust Completely In Five Minutes 


Rust-i-cide is the most efficient rust remover on the market. Its quick action and 


reliability are shown by the following test. 


No. 1 is a microscopic photograph of a piece of rusty metal. No. 2 is the same metal 


on which a tiny drop of Rust-i-cide has started to work. Note the bubbles forming under 
the rust particles and rising to the surface. No. 3 is the same metal five minutes later. 


The Rust-i-cide was wiped off and the rust came with it. (The dark spots on the clean 
area are not rust—they are the natural discolorations that the microscope picks up from 


the clean metal.) 


Rust-i-cide is rapidly becoming a household necessity. The demand for the new 25c 
4 oz. package with the bulls-eye counter display has definitely “‘clicked”. When displayed 
on the paint counter it tells the Rust-i-cide story briefly and concisely and results in extra 


profits from regular customers. 


Rust-i-cide is the ideal cleaner for rusted chromium plate or stainless steel. It removes all 


oxidation and corrosion and does not mar or dull the smooth brilliant surfaces. 


Removes Rust 


For Cleaning 





Rust From Before Repainting 
Chromium Fenders 
Tools Rims 
Bicycles Motor Parts 
Pipes Gas Tanks 
Golf Clubs ao gang ae Stoves 
Tanks arinrare we RUST Radiators 
Guns — Hardware 
Garden Tools HARMLE SS2 Z HANDS Machinery 





RUSTICIDE PRODUCTS 


1919 E. 19th St. Resttie Ueanl Maaeaagntatines Cleveland, Ohio 


Los Angeles—San Francisco—Seattle 
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Dealers everywhere 
profit by the change! 


As far back as memory serves, varnishing has 
been associated with a brush—sore knees— 
backaches—long hours of hard, tedious work. 
Today, modern science brings a NEW type var- 
nish that needs no brush . . . called MOP-IT-ON 
... and at a stroke the age-old habit is changed, 
the hard work is banished—and householders 


flock to the new and better method. 
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MOP-IT-ON just what your customers want! 


@ We help you sell MOP-IT-ON 
MOP-IT-ON is decidedly not another “shelf 
warmer.” It is a live, fast-selling, profitable 
item ... as hundreds of dealers can testify. 


To help you sell MOP-IT-ON, an attractive 


counter display, window streamer, circulars, 
and mats and electros for your local news- 
paper advertising, are available. Radio pro- 
grams are being broadcast in sections where 


distribution warrants. 


Name 


MOP-IT-ON is not a wax or lacquer . . . but a 
VARNISH THAT NEEDS NO BRUSH! It ap- 
plies to floors and linoleum with a detachable 
cloth applicator . . . to woodwork and furni- 
ture with a piece of lint-free cloth, as easily as 
dusting. An average floor is finished in 10 to 
15 minutes. 

More than that! Once applied, the MOP-IT-ON 
finish needs no polishing or special care. It 
dries quickly, is easily kept clean, is washable 
and wears long. 


@ Put in a stock for 
the Spring rush! 


The annual housecleaning season is about to 
get into full swing. That’s your biggest op- 
portunity. Have a_ stock of MOP-IT-ON 
ready and be prepared te cash in on it. 

Send the coupon below for complete details 


on MOP-IT-ON. Right now. is the time to 


do it, as the height of the season approaches. 


wT -Talo mm 1 @) ©) -10)) maw se) 0) aed 


The Thibaut & Walker Co., HA 4-12 
46th Road, Long Island City, N. Y. 


Gentlemen: 
Send full details on MOP-IT-ON. 





The New O-So-Ezy Slip-on Mop is 
priced at 50c. O-So-Ezy Polish, 
8-oz., 25c; Quarts, 50c; Gallons, $1.50. 





Here’s 0-Cedars 
Answer! 











ITH the new O-So-Ezy Slip-on Mop, and 

O-So-Ezy Polish (both labeled “A Product 
of O-Cedar Corporation, Chicago”), you will be 
in line with low-priced competition, regardless of 
its buying power. 

O-So-Ezy trade-marked items are sold on a 
non-price maintenance basis—you can cut the 
prices if you think you must—give away part of 
your profits if you want, but we don’t think you 
will have to. We know you can put this 50c mop 
alongside of many competitive brands selling as 
high as 75c, and $1.00. You can let your custom- 











ers compare it with any other 50c mop, and we 


know they will buy this one. 

Yes, sir! Mr. Dealer, the pad slips off and on 
for washing and it comes in an attractive litho- 
graphed can on the cover of which is printed, “‘A 
Product of O-Cedar Corporation’’— that is the guar- 
antee of full quality to every American housewife. 


O-So-Ezy Polish is Priced: 8-oz. for 25c 
Quart cans, 50c Gallon cans, $1.50 


All O-So-Ezy items are sold on same terms and 
delivery conditions as O-Cedar products. 

Ask your jobber’s salesman about O-So-Ezy, 
or write direct to O-Cedar Corporation. 


O-CEDAR CORP’N 
4501 South Western Blvd., Chicago 








* THE 
0-CEDAR 
POLICY... 











In January 1933, O-Cedar declared: 
“Strict price-maintenance is the 
surest way to stop unprofitable 
price-cutting and assure retailers 
their legitimate profits. We shall do 
everything possible to prevent dam- 
aging price-cutting on O-Cedar 


trade-marked merchandise and are 
determined to have no further deal- 
ings with those not in accord with 
this policy.” We pledge the continu- 
ation of this policy that has proved its 
merit over a period of fifteen months. 


O-Cedar Corp’n 
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Special 


A PRICE-MAINTAINED SPECIAL 
WITH A FULL PROFIT 


ANY times during the past year, since the 
O-Cedar Price-maintenance Policy* be- 
came effective, our retailers have said: “Give us 
an O-Cedar Special on which we can make our 


full profit.” 


We have done it, gentlemen, by taking the 
wallop ourselves and making for you a Spring 
Special in which your customers will immediately 
see the saving and extra value for their money. 


This Special is a combination of a regular 50c 
pint can of O-Cedar Self-Polishing Wax and a 
beautifully designed sturdily built duster that 
has been especially made for this combination 
offer. This duster is not a regular item in the 
Q-Cedar line and will not be put into the line 
after this offer has been withdrawn. 

Never before have housewives been offered so 


great a value in standard branded merchandise 


of this kind for 89c. 







This O-Cedar 1934 Spring Speciai 
consists of: 


1 full pint (50c) size O-Cedar Self-Polishing Wax. 
The quick-drying, no-rubbing wax that stood up 
under the traffic of 23,000,000 pairs of feet during 
the 1933 Century of Progress World’s Fair. 

1 full quality Special O-Cedar Duster made up 
to O-Cedar standard—not down to special price. 


1—48” yellow lacquered handle. 


O-CEDAR CORP’N 
4501 South Western Blvd., Chicago 











trade-marked merchandise and are 


* THE 
0-CEDAR 
POLICY... 
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In January 1933, O-Cedar declared: 
“Strict price-maintenance is the 
surest way to stop unprofitable 
price-cutting and assure retailers 
their legitimate profits. We shall do 
everything possible to prevent dam- 
aging price-cutting on O-Cedar 


determined to have no further deal- 
ings with those not in accord with 
this policy.” We pledge the continu- 
ation of this policy that has proved its 
merit over a period of fifteen months. 


O-Cedar Corp’n 
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POT-LIGHTED 


Economic Recovery is Putting Paint Right Into the Spotlight 


| ‘HOUSANDS of homes that needed painting 
two or three years ago, are still unpainted. 


Now that the outlook is brighter a lot of home- 
owners are going to realize that, at last, they can 
afford paint. 


An opportunity there for alert retailers! Sales 
of paint are sure to boom. They’re already 
started. Get your share. 


But remember: people still buy carefully. They 
want good paint, but they count the cost. 


Retailers handling Simmons Paint have a defi- 
nite price advantage due to Simmons low cost of 
manufacture and low selling cost. 





Simmons Hardware Co. 


St. Louis, Mo. 
Send complete information about your profit- 


building Paint Merchandising Program. 


Firm Name 














Mail This 
Coupon Today 


SIMMONS HARDWARE CO. 


Also, they have the advantage of three excel- 
lent lines of paint at three different price-levels. 


A third advantage, real co-operation right at 
the point of sale—through the Simmons Paint 
Merchandising Plan. Special business-getting sales 
every month. 


Ask the Simmons salesman about this. Or 
write direct to us. 


SIMMONS, 


GUARANTEED 


DUSE PARE. 
| oe 





Manufacturers and Distributors 


St. Louis, U.S. A. 


Address pivcmuidbeicua eerie 
Signed By De ake anie 
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MILLER’S 1934 “MY DOLLY” IS 
AN ENTIRELY NEW TYPE OF DOLL. 
IT WILL MAKE YOU A NEW KIND 
OF EASY PROFITS. SEE IT—AT 
MILLER’S PERMANENT EXHIBIT, 
ROOM 336, 200 FIFTH AVE., N. Y. 


@ Amazingly human. . . looks, and even feels like a real 
baby! 100% unbreakable—made of flexible flesh-colored 
rubber, with head of Millite (exclusive Miller composi- 
tion). Soft, yet “tough as a tire’”—to take the punishment 
that only kids can give. Eyes, arms, legs, head, all movable. 

And 100% washable! Mothers appreciate this. Posi- 
tively will not peel, crack, or check, even if left under 
water for days! The prices are popular. Wide range of 
sizes and types. Your profit is generous. 

The popularity of Miller rubber dolls is spreading like 
wildfire. Children are crazy about them. Parents like their 










practical qualities. All you need to do is put them in sight, 
and they sell like hot cakes! Write at once for full particu- 
lars, to Miller Rubber Products Co., Doll Division, 
Akron, O., or visit Room 336, 200 Fifth Ave., New York. 


WLR AM 20 02234 
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Fire- 560 
proof Guest 
Rooms 


la 


ARLINGTON HOTEL — Headquarters 
for the Southern Jobbers Convention 


The Southern Hardware Jobbers Association and the American Hardware Manu- 
facturers Association have jointly chosen the beautiful ARLINGTON HOTEL 
at Hot Springs National Park, Arkansas, for their Headquarters during the 
coming Southern Jobbers Convention, April 23rd to 26th, 1934. 


To enable you to make this famous hotel your headquarters during the Conven- 
tion we are making the following Special Rates: 


Rooms with Private Bath—Single $3—$4—$5 
Rooms with Private Bath—Double $5—$6—$7 
Rooms with Toilet, Running Hot & Cold Water——Single $2.50—$3—$3.50 
Rooms with Toilet, Running Hot & Cold Water—Double $4—$5—$5.50 


Here you will find not only delightfully pleasant rooms, but the spirit of real 
Southern hospitality for which the ARLINGTON is widely known. 


Come and enjoy the delightful CURATIVE BATHS, in Thermal waters owned 
and controlled by the U. S. Government—the 3 beautiful GOLF COURSES 
with attractive grass greens, the friendly climate and the personal hospitality 
that makes: “The ARLINGTON, a Hotel worth stopping at.” 


W. E. Chester, Pres. & Gen. Mgr. 


The ARLINGTON HOTEL and BATHS 


@ One of the Finest Resort Hotels in America ) 


Hot Springs National Park Arkansas 


ro 
We will be pleased to send you the interesting booklet illustrating and de- 
scribing our facilities for entertaining you together with the Special Govern- 
ment Bulletin on the BATHS and their curative effects. Write for them. 
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Young America wanted it . . . and here it is— 
STREAK-O-LITE— the coaster wagon sensation of 
the age! Look at it . . . streamlined as a plane 
. sturdy as a battleship. ..and real lights, 
powerful twin beacons that will penetrate to the 
heart of every youngster who sees it! 
Study it, feature by feature . .. it sets a new 
standard in coaster wagon beauty. Look at its full- 
size body . . . fast-esweeping streamlines with 


switch-controlled headlights that actually pro- 


ject a powerful beam. And that front end... 
Radio Steel’s famous gear design which has proved 
itself on millions of wagons. New wheel design 
too, large hubs with nickeled caps, modern, up 
to the minute, just like the new cars. 

Man, what an opportunity to lift your coaster 
wagon sales to new peaks for real volume 
and profits! STREAK-O-LITE in your 
windows wiil attract youngsters 
from miles around. Radio 
Steel’s powerful sales- 


helps will bring ’em in in droves — parents will 
have to buy this streamlined beauty ... and they 
can... for STREAK-O-LITE’s recommended resale 
price is another of its amazing features. 


STREAK-O-LITE is destined to upset all former 
ideas on volume sales . . . distributors are buy- 
ing in carload lots ... sight unseen! A new and 
larger plant goes into action to supply the de- 
mand .. . but orders can only be filled in rota- 
tion. Don’t lay this announcement aside, 
get in touch with your supplier 
now, and assure yourself 
of your rightful share 
of STREAK-O-LITE 
profits. 





— 


Here are the 


SPECIFICATIONS 


MODELS: No.50—%” tires (no lights). 
No. 50-“L” — %” tires (lights, but 
no batteries). No. 100—1” tires (no 
lights). No. 100-‘‘L’’ — 1” tires 
(lights, but no batteries). 


BODY: 15’’x33%’x5"’, Auto-body steel, 
20 gauge. Rolled edges, rib-reinforced 
bottom. An achievement in the art 
of drawn metal. 

GEAR: Boy-proof; millions in use have 
proved its correct construction. Full 
details on next page. 


iy ! a | 
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WHEELS: Double disc, 10’’ diameter. 
Large 20 gauge steel hubs with 
nickeled caps. Roller bearings, pres- 
sure-packed with grease at factory—- 
lifetime lubrication. 


FINISH: Beautiful baked enamel. 
Standard color, Red. Blue or Green 
optional. Gear and tubular steel 
handle, glossy black. 

PACKAGE: Securely packed in heavy 
corrugated shipping carton, com- 
plete with lights (no batteries); 
weight 34 lbs. 























ITS POPU 


Its Exclusive Features Assure Popularity 


For the first time a full-sized 
wagon has twin headlights . 
for the first time, a handsome 
dashboard with a beautiful de- 
calcomania instrument panel 
and STREAK-O-LITE is 
first with modern wheel design. 
And in none but a Radio Steel 
Wagon will you find such gear 
design as shown to the right. 
Bolster, turn-table, axle, front 
and rear brace, all designed to 
be fool-proof and made to be 
boy-proof. This is the simplest- 
to-install front end ofany wagon 
. three bolts, three nuts and 
the entire gear is assembled in a 
jiffy and in place to stay. 





LAR PRICE MEANS 
VOLUME SALES 











The remarkable part of STREAK-O-LITE’s sales story is not 
complete until emphasis is put upon its price. To design 
and build as fine a wagon as this is only part of a real 
selling job .. . Radio Steel & Mfg. Company has gone all 
the way ... this remarkable advancement in wagon design 
is made in four models, each outstanding in its price range. 
Here are the two groups: 


srr 


STREAK-O-LITE No. 50... %4 


STREAK-O-LITE No. 50-“L” . 
batteries). 


STREAK-O-LITE No. 100 . 


STREAK-O-LITE No. 100-“L”’ . 
batteries). 


tires (no lights). 
. %” tires (lights, but no 


1” tires (no lights). 


. 1” tires (lights, but no 


With this complete setup, there is no excuse for lost sales 

. every youngster will simply have to have a STREAK-O- 
LITE, and a model is available for every purse. Get the full 
details and suggested resale prices today! 


RADIO STEEL & MFG. CO. 


6515 WEST GRAND AVENUE 
CHICAGO, ILL. 


Builders of Young America’s Finest Coaster Wagons 


STREAK 


























* Nicholson File Advertising 
appears in Collier’s, Time, 
Newspapers, Industrial Papers, 
Farm Papers, Lumber Papers, 
Popular Scientific Papers 
and Educational Magazines. 
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The Collier’s advertisement re- 
reproduced on this page is typical 
of the advertising now appearing 
in all types of publications read 
by file users.* 

Never trite, always vital and 
prepared to appeal to the great 
and varied audience which uses 
files for industrial and home 
workshop uses, Nicholson File 
Advertising is selling: thou- 


OL 
sSe% 


we rh. 
(TRADE MARK) 


sands the idea of giving Nichol- 
son Files a chance to make good. 


That’s all we want. That’s 
all you want. Once you sell a 
Genuine Nicholson File, its 
sturdy quality, its ability to per- 
form, will bring the buyer 
back to your store. Your job- 
ber can supply you. Nichol. 
son File Company, Provi- 
dence, Rhode Island, U. S. A. 


A FILE FOR EVERY PURPOSE 





wm FOR PAINT HEADQUARTERS MERCHANTS! 


Quick Drying 
Inexpensive to Use 


Sherwin-Wil 
erwin-Williams Sem 
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quick drying spe ; 
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ae play rooms, Public 
R 9%, schools, hospitals, stores 
Churches, institutions 
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without 
Cheerful, colorful 
shades. See them of 
Sherwin-Williams Cc 


damage to thelr 
beauty! Twelve 
your dealer's. The 
9%, Cleveland, © 
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SHER WIN - WILLIAMS 


FREE 


hints by Bens uw vee 
y Betty w 1. Ger r 
* you y of 
y dealer's or write us. The § 
eed ° $ herwir 


This striking ad on Semi-Lustre will appear in 
COLLIER’S © © SATURDAY EVENING POST @ @ TIME 
GOOD HOUSEKEEPING @ e BETTER HOMES & GARDENS 
COUNTRY HOME ¢ ¢ CHRISTIAN SCIENCE MONITOR 








Bg HERE’S HOW SHERWIN-WILLIAMS IS CREATING SALE 
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This profit-making advertising is producing sales for the thousands of 
holders of the Sherwin-Williams Franchise. If you are interested in the profit 
possibilities of the famous S-W line, write to see if the franchise is open 
in your community. The Sherwin-Williams Co..Dept.609, Cleveland, Ohio. 
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The BOSTON LINE 
of GARDEN HOSE 









ey Seven standard nationally known brands BT BOSTON] 
) aeons that meet every need and make your store | 
( J headquarters for Garden Hose. Lil Puffa 
wine 
ea ee GOOD LUCK THE BOSTON 
HOSE WASHERS NOZZLE 
Tough, alive and Imitated but never 
springy. And they stay equalled. Fastest sell- 
alive and hold firmly ing nozzle in the world. 


in place. Give you a Simply and heavily 
splendid profit at 10c¢ constructed. Each noz- 
each, retail. Packed 2 zle packed in separate 
gross (24 cartons) in carton. 12 cartons in 
attractive display con- full lithographed dis- 
tainer as shown. play container. 


BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for More Than Fifty Years 


Works: Cambridge, vet ttelel ltt hart Postal Address: Box 1071, Boston, Massachusetts 
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~~ Mekal Sponge srs 


From coast to coast, housewives are using and recommending Gottschalk's Metal 
Sponge. No doubt hundreds of your customers are buying this item regularly. Don't 
pass up a single opportunity to increase your sales. Display Gottschalk's Metal 
Sponge prominently . . . it's the one item that sells on sight and every sale means 
repeat business. 


There is also the Hand-L-Mop and Kitchen Jewel. The patented cushion sponge 
feature of these two items ous them far ahead of competition. Order today 
from your jobber. 


TERRITORIAL REPRESENTATIVES 
GILLAN SALES CO., 1499 Market St., San Francisco, Cal. 
California, Oregon, Washington, Montana, Idaho, Wyoming, Colorado, New Mexico, Arizona, Utah, Nevada. 
HUGH M. STONE, 806 Branard Avenue, Houston, Texas 
‘ State of Texas, south of Waco 
HARRY L. BERGER, 1699 Lincoln Avenue, St. Paul, Minn. 
Minnesota, lowa, North Dakota, South Dakota, Wisconsin, north of Wausau. Upper Peninsula, Michigan 
V. P. MURRAY, 425 West Ontario Street, Chicago, Illinois 
INinois, Indiana, Ohie. Michigan, south of Traverse City, and Wisconsin, south of Wausau 
, '  F, W. LARSON, 1259 Syndicate Trust Bldg., St. Louis, Mo. 
Than tte Te soy” Missouri, Kansas and Nebraska 


WADE C. HARMER, 1131 Harrison St., Philadelphia, Pa. 
Eastern Pennsylvania, Southern New Jersey, Delaware, District of Columbia 


NEW YORK PAPER CO., 520-22 W. Franklin St., Baltimore, Md. 
State of Maryland 





Metal Sponge Sales Corporation 
Lehigh Avenue and Mascher Street Philadelphia, Pa. 


Gottschalk’s 


METAL SPONGE 
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A BIG MARKET 


NO. 10 
VICTOR SPECIAL 


SINGLE BARREL SHOTGUN 


Automatic ejector. Bar- 
rel of “High Pressure” 
steel. Walnut finish stock. 
12, 16, 20 Gauge. .410 
Bore(3”) 


to retail at 
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NO. 60 EMPIRE 


DOUBLE BARREL SHOTGUN 


Barrels—“ High Pres- 
sure” steel. Matted top 
rib. Action — Hammer- 
less. Durable side plate 
design. Double locking 
device. Frame —case- 
hardened, polished. 
Stock — Attractive Wal- 
nut finish. 12, 16, 20 
Gauge. .410 Bore (3”). 


to retail at 


OI" 


CRESCENT 
SHOTGUNS 


HESE rugged, well-made guns are 

priced to fit the pocketbooks of 
hundreds of men and boys in your 
community who otherwise could not 
afford to shoot. For hunting all wild 
fowl and upland game — for exterm- 
ination of vermin on the farm — these 
guns provide all the practical shoot- 
ing effectiveness necessary to bring 
down game with the best of them. 
You can attract this business—en- 
large your market — turn your stock 
rapidly — with these Crescent Singles 
and Doubles. Ask your jobber for 


prices. 
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ANILA ROPE 


A Light Flashes 
in the Darkness ! 


A Rope Holds 
in an Emergency ! 


Both mean Safety. Modern equip- 
ment is designed not only for durability 
and service but also to advance the cause 
of Safety. 

Columbian, the Guaranteed, Water- 
proofed Rope is a modern line possessing 
a combination of advantages found in 
no other rope. 

It is a beacon of safety on land or sea. 
Look for the Red, White and Blue 
Markers. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street 
Auburn, “The Cordage City”, N. Y. 


BRANCHES: NEW YORK CHICAGO 
BOSTON NEW ORLEANS 
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Order From Your 
Jobber Now! 


Get Ready For The 
Spring Demand 


Be prepared with a complete stock of Conti- 
nental products, the nationally known quality 
line, with a sure source of supply, assuring 
immediate delivery, more sales and quicker 
turn-over. 


eae 


Screen Doors... Window Screens 


The Continental Screen Company has devel- 
oped a new, positive friction lock which does 
not interfere with the sliding of the screen 
when not in locked position. It operates 
simply, and by merely turning the lock one- 
fourth turn to the left or right the screen is 
securely locked in place, preventing it from 
falling out of the window. 


Best Hardwood Lumber—Thoroughly 
Seasoned. 


Wood Parts Accurately Machined. 
Inspection Eliminates Imperfections. 

Wire Cloth—Best Grade Used. 

Metal Strips Hold Wire Cloth Firmly. 
Strong and Rigid—Open and Close Easily. 


Available for Shipment Through Leading 
Wholesalers Everywhere 


CONTINENTAL 


SCREEN COMPANY 
DETROIT MICHIGAN 


W orld’s Largest Makers of Window Screens 
and Screen Doors 





APRIL 12, 1934 

















Continental Screen Door 





Screen Panel 
IN SUMMER 
Keeps out 
Flies Con 
serves Health 


Storm Panel 
IN WINTER 
Keeps out 
Cold Saves 
Fuel 


Continental Combination 
Screen and Storm- Door 


New SAIFE’ Lock 


Merely push 
the lever/4 
turn either 
way fo 
securely lock 
in place. 





Continental Window Screen 
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THE 1934-35 EDITION 
NOW IN PREPARATION, 


‘ 


The 


“Annual Directory Number” 
of Hardware Age 


to be published September 27, 1934 


The Only Buyer's Guide 


in the Hardware Field 


(and a good one, too! ) 


e As a Directory it is as thorough and complete a directory of sources for hardware 
and related merchandise, as constant year-round research and checking by a 
trained staff can make it. 


® Asa Catalog it is a consolidation and condensation of Manufacturers’ Catalogs. 
The products of 223 manufacturers including most of the outstanding concerns and 
representing a very wide variety of merchandise, are illustrated and described in 
the current issue. The products of many more manufacturers will be featured in 
the catalog section of the next issue, making it even more valuable for the hard- 
ware buyer. 


The “Annual Directory Number” will come to you as the September 27th issue of 
Hardware Age on your regular subscription. 





n s > x p i | 4 
} nite newed 
Hardware Age , 
239 West 39th Street, Ee Pr Cee 
New York, N. Y. 
Enclosed is my remittance of $1.00 for which please enter my new ...... (or renewal ...... ) subscription to 
Hardware Age for one year (twenty-six issues including the “Annual Directory Number” to be published September 
27th). 
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Vg Ib. box. 





STERILIZED BLUED TACKS 


HARDWARE PACKAGE ITEMS 


; Packed in | doz. Display Cartons 





CUT CARPET TACKS 


3 4 6 8 10 








UPHOLSTERERS' TACKS AND 
AMERICAN CUT 





3 4 6 8 10 12 
] JT VT 7 | 
| i 
aay » =i 
V y 
WIRE UPHOLSTERERS' TACKS 
12 


ITTY 








FAIRCO BRASS PLATED 
COBBLERS' NAILS 


3-8 4-8 5-8 6-8 
{ 7 | 
\ i! i\ ta 


4 | 
" 
{ 


\ 
| 











NAILS '/g Ib. 
Packed in attractive 
Display Cartons of 
| doz. boxes 








las FAIRCO COBBLERS' 


ATLAS 


CUT and WIRE 


In COLORFUL BOXES 


All items illustrated are furnished in 
full line of sizes, finishes and packages. 





Packed in '/4 gross 
Display Cartons 





Packed in '/4 gross 
Display Cartons 





Vg Ib. box 


ATLAS PRODUCTS DISTRIBUTED 
THROUGH HARDWARE JOBBERS 











LIGHT TRIMMERS' TACKS 


3 4 6 8 10 12 
, F TY YF YT FT 





CUT BILL POSTERS' TACKS 


4 6 8 10 


we 


(ye py 


} 
\ 





WIRE BILL POSTERS' TACKS 








WIRE CARPET TACKS 


6 8 10 
ae SBOP 
= Les 
2 
i Checkered 
¥ Head 





















ATLAS TACKS 
Vg |b. 
Packed in colorful 
Display Cartons of 
| doz. boxes 














All items illustrated below furnished in full line of sizes, finishes and packages 








LACE TACKS 
+ 6 8 10 2 
, TT TY 
| f iy 
| | 
\ \ 
i 
GIMP TACKS 


Phy 








DOUBLE POINTED TACKS 


ANNA 





WIRE CLOTH STAPLES 


No. 5 Size 


Mon tf 


























INVINCIBLE 
STEEL WIRE 
TACKS 


in Vg gross 
Display 
Cartons 


wire 


eT, “TACKS 


ooret. 





SUNBURST BRAND 





COPPER BELT RIVETS 
and BURRS 


TINNERS' RIVETS 


8 oz. 12 oz. 1 Ib. 


Y VT T 


and Round Head Steel Rivets 





BRASS 
ESCUTCHEON PINS 


3-8 4-8 5-8 6-8 


[ 


CLOUT NAILS 


5-8 6-8 





WIRE CLINCHING NAILS 


Clinching Nails 
Fibre Sole Nails 
Rubber Heel Nails 











TTT 


COPPER CUT TACKS 
6 


8 10 








FURNITURE NAILS 
Solid Brass and Brass Plated 
42 


TTT: 








METALEATHER UPHOLSTERING 
NAILS 
210 220 1901 190; an 











HAND SHOE TACKS 
1 Y 3 4 pr 
7 an 
' | to 


Cc 








Ur 


ZINCO Ci 
GLAZIERS' POINTS 


All Sizes 


Sharps and Triangles. 
No. 3 No. 2 


V V 














Yg |b. papers with delves 
Packed in 2 doz. Display Cartons 





ed 
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I Sizes 











Theyre Ready | 


A New line of beautiful, 


nickel-plated EVEREADYS 


LOW-PRICED FOR QUICK TURNOVER! 


Big Profits! 


Here’s a NEW Eveready line that’s a natural! 
Beautiful, nickel-plated lights—backed by the 
sales-power of the name Eveready—yet priced 
so low that you'll get lightning-fast turnover 
and big, real profits! Eveready has never offered 
more flashlight value for the money, and your 
customers will snap them up. Spring, the big 
flashlight-buying season is here. Cash in on it 
with these lights that give you quicker, bigger 
profits. The sooner you order, the more turnover 
and profits you’ re going to get, so call your jobber 

National Carbon 
Company, Inc. Unit of EVEREADY 
Union Carbide [jg and FLASHLIGHTS 
Carbon Corporation. & BATTERIES 


today. 








- neal counter TT 
ple, FREE FREE /* 


This good-looking, eye-catching counter dis- 
play is free. Just put it out where your cus- 
tomers can see it...and watch these new 
Evereadys SELL! The display is strong, solid 
and doesn’t take up much space. Your jobber 
does NOT have these displays, so send 
the coupon for yours today. 
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EVEREADY 


FLASHLIGHTS 


; =a 
By General a Type . 


eee at 


— = asa 
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\ fre i 





















1 3-Cell Focusin, Cell Focusing oSeax lich 
ij \ 


idht 
SJOO -. ao 
N22 ieneimmaeaent 




















5 Cell —— 
fe 


<mvalete wit th 


YOUR JOBBER WILL NOT HAVE THIS DISPLAY 
SO SEND THE COUPON 


NATIONAL CARBON CO., Dept. 51 30 E. 42nd St., 


New York City 


Please send me the free counter display for the new Eveready line. I'll 
order the lights through my jobber. 


Name 





Address 
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PENNVERNON IN EVERY WINDOW. The U. S. Marine Hospital, recently completed in Seattle, 


Washington, is glazed throughout with double-strength, *°A” 


quality 


’ennvernon Window Glass, save for 


certain sash in the operating rooms. Architects: John Graham-Bebb & Gould, Seattle; Contractor, N. P. 
Severin & Co., Chicago; Glazing Contractor, W. P. Fuller & Co., Seattle. 


« 


~-- means Glazed with the 


Highest Quality Window Glass 


Hk name Pennvernon is an ac- 

cepted guarantee of quality in 
window glass. That’s why Penn- 
vernon is being specified more and 
more by architects and builders for 
homes and public buildings . . . and 
that’s why Pennvernon Window 
Glass is an easier glass for you to 
sell. . . a more profitable glass to 
handle. 

Pennvernon is made by a special 
process from the purest ingredients 
obtainable. 
transparency and a new freedom 


from defects, and therefore affords 


It has remarkable 
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unusual clarity of vision. It has a 
more lustrous, brilliant and reflec- 
tive surface finish... on both sides. 
Better and more permanent powers 
of color transmission. And a longer- 
lasting beauty. 

We will be pleased to send you 
samples of Pennvernon upon re- 
quest, so that you may examine 


Pennuernon 


WINDOW GLASS 





them and see for yourself why this 
glass will satisfy your customers 
better and be a steadier seller. 
Pennvernon is available in single 
and double strength and in thick- 
nesses of 34,” and 7%”, at the ware- 
houses of the Pittsburgh Plate Glass 
Company in all principal cities, and 
through progressive glass jobbers 
and sash and door man- 
ufacturers. Pittsburgh 
Plate Glass Company. 
Grant Building, 


Pittsburgh, 





Pennsylvania. 


we nn nue eagT 
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“The GOLD STRIPE brings ’em 


back for more!” 





ONLY 
Gold Stripe 
Brushes have 
Gold Stripe 
Fiber Jackets 











yarn NI 


: ~ 
It's proved a real sales 
help, this jacket for 
preserving paint brushes 
after they've been used! 
It's one of the reasons 
dealers find it easier to 
sell customers Gold 
Stripe Brushes rather 
than smaller-profit 

cheap”’ brushes! Not 
only that! This jacket 
keeps your brush stock 
clean and in perfect con- 
dition. 
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Dealers find the Gold Stripe works 
like a charm in making bigger 
sales and bringing customers back. 


azAnyoUs Bey 


| pene by the hundreds find 
real sales advantages in Gold 
Stripe Brushes! It works two ways. 
Gold Stripe Brushes look superior, 
and are! That makes it easier for 
a dealer to sell his best quality 
brushes. That assures a better job 
for the buyer, a bigger sale for the 
dealer! 

Here’s what happens after the pur- 
chaser uses the Gold Stripe Brush 
and sees what a fine job it makes 
possible. He remembers the brush 
looked different from all other kinds 
... that it had a Gold Stripe on the 
handle! That brings him back to 
the same store for other Gold Stripe 
Brushes — for his paint needs as 


well—when he’s next in the mar- 
ket. Gold Stripe purchasers become per- 
manent customers ! 


There’s real sales in Gold Stripe 
Brushes for you. Mail coupon today 
for free display and full information. 


FREE! Brush Display 
We imprint it with your own 
name. It sells your brushes. 
(Nomanufacturer'sadvertising 
on it.) Holds brush, has room 
for price. We'll also send de- 
tails of Gold Stripe dealer 
proposition. Address: 


PITTSBURGH PLATE GLASS CO.., 
Dept 44, Brush Division, Baltimore, Md. 








YOUR NAME HERE \ 
leeneceneneennenenanseensneelll 


Name 





Address 





City. eR iaisinistcesttsiniinis 
©P. P. G. Co.., 1984 





GOLD SURIPE BRUSHES 


PITTSBURGH PLATE GLASS CO. 


Manufacturers and Distributors 


Paint, Varnish, Enamel, Brushes 
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ColemMan Camp and Utility Stoves 


Supply Cooking Needs for Camp, Cabin and Kitchen 
EQUIPPED WITH EVERDUR METAL FUEL TANKS—INSTANT LIGHTING 


There is a fine profitable market all around you for these modern Coleman Camp and 
Utility Stoves. Campers, fishermen and sportsmen need them. 
mer cottages and cabins, for light housekeeping, small apartments, for houseboats. They light in- 
stantly ... provide real gas cooking service any time, anywhere. 

They are equipped with Everdur Metal Fuel Tanks... rust and corrosion proof... prevent 
leaks. This is one of the biggest safety features ever put on a Camp Stove. Tanks finished in 


bronze lacquer; bodies in maroon-brown baked enamel. 


No. 2F 
CAMP STOVE 


The finest Camp 
Stove made. A min- 
iature gas range De 
Luxe that lights in- 
stantly, cooks any- 
thing, any style, 
any time. Folding 
oven can be used 
as a drum heater or 
warming cabinet. 
Everything built- 
in; folds up like a 
suitcase. Now 
equipped with 
Everdur Metal 
Safety Fuel Tank. 


U.S. Retail Price......... $ | 2.45 


High Stand (extra) Retail Price........$1.90 






















| 


EVERDOR METAL TANK al 


No. 6F CAMP STOVE 


Here’s value that can’t be beat in a Camp 
Stove for those who want a low priced, handy 
stove for picnics, short vacation trips, outings, 
etc. Lights instantly. Equipped with Ever- 
dur Metal Safety Fuel Tank. Has built-in 
wind baffles; removable 
tank and generator unit. 


iss 5, een 





They are just the thing for sum- 


Adapted to many cooking needs. 


Three popular models. 





No. 9F CAMP STOVE 


In structure the same as No. 2F except has no Oven. 
Lights instantly; has folding wind baffles and all other 
built-in features. Equipped with Everdur Metal Safe- 
ty Fuel Tank. Durably made. This —— priced 
stove is just the thing for general utility use in cot- 


tages, cabins, summer kitchens, S 5 
U.S. Retail Price.................0+. 9. 











COOK STOVES 





No. 374 







A dandy 3- 
burner stove 
for cooking use 
in camp, cabin 
and home. 
Lights instant- 
ly. Has splash- 
er back, high 
legs and bottom 
shelf. Finished 
in black baked enamel. One master burn- 
er, one standard and one simmering burner. 
Overall size: Length, 37 inches; width, 16 


inches; height, 24.00 


45 inches, 
U.S. Retail Price............... 





COLEMAN MANTLES 


Coleman Silk- 
Lite are the most 
economical man- 
tles made! New 
chemical process 
doubles their shelf life; 
increases theirstrength 
30%! Made stronger to 
last longer ... most 
economical in the long run. Scientifically cor- 
rect in design, size and mesh. No side seams. 
Reinforced across bottom. Always uniform in 
quality—the best! ‘Sell them by the Package’’. 
U. S. Retail Price Per +4 Dozen............... 45c 
U. S. Retail Price Per Dozen.................... 90c 





INSTANT LIGHTING COLEMAN CABIN 


= —s 





No.375A CABIN STOVE 


A 38-burner hot-plate model that 
lights instantly. Sturdily made to 
give years of dependable cooking 
service. Provides 8 to 10 hours’ 
cooking service on one filling. Fin- 
ished in black baked enamel. Length, 
36 inches; width, 15 inches; height, 


<i nen Price....... >| 8.90 
No. 242 LANTERN 


This little lantern with 
the big brilliance is now 
better than ever! Has v 
new bulge-type Pyrex | 
glass globe; stronger, lar- | 
ger porcelain ventilator | 
top. Single mantle type; 
produces up to 150 candle- } 
power of pure whitesteady 
shining radiance. A sure- 
fire seller that supplies 
many lighting needs. 

U. S. Retail Pries..................000. 






yy 





tf 


No. 373 CABIN STOVE 


A popular-priced 2-burner utility 
stove that lights instantly. Fuel tank is easily 
removed for filling; located in carrying rack 
in bottom of frame. Finished in black baked 
enamel. An all-purpose stove that can be used 
in many places where a larger stove is not 
suitable. Length, 21 ins.; $ 
width, 9% ins., height, 9% | Oo. O 


ins. U.S. Retail Price......... 


- 





No. 4A 
IRON 


The Coleman 
Iron is needed in 
every home. The 
only instant- 
lighting iron made. Unusual in perform- 
ance. Cuts ironing time 4, cost to use 42¢ 
an hour; does better work with less effort. 
Generator has automatic gas tip cleaner 
which can be operated while iron isin use. 


A ready, steady, year $5.95 





round seller. 
U.S. Retail Price.............. 











Write Nearest Coleman House for Advertising Helps and Latest Dealer Prices 


STOVE COMPANY 


Los Angeles, Calif.; Toronto, Ontario, Canada 
(FD 32) 


THE COLEMAN LAMP AND 


Dept. HA 32 Wichita, Kans.; Chicago, IIL; Philadelphia, Pa.; 
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Red Edge dealers make money every year because 
the higher quality of Red Edge Screen Cloth appeals 
to their customers and brings in additional orders at 
good prices. It is one screen cloth that will stand 
weather and wear and still stay firm. Its uniform meshes 
afford sure protection against disease-bear- 
ing insects. 

You can sell real protection like this... 
at a real profit. Quality builds repeat busi- 
ness and the red edge is the identifying 
mark of quality. 

Price chiseling is about over. Today's 
market is a quality market. Farm homes and 
buildings need the protection of quality 
screen cloth ... and once again the farmer 


has the money to buy it. Get the farm 


REO EDGE SCREEN CLOTH © 
—The “WATCH 00G” JNA.Lor weactH 


APRIL 12, 1934 








business with Red Edge. In cities and towns repair 
work, long put off, will be done this spring—new 
screen cloth. With returning confidence building is 
beginning again—new window and door screens. 
Get the business with Red Edge. 

But you'll have to display it to sell it. 
We have a striking new display ready for 
you. Write your jobber for the display, 
sales helps and prices now. If his supply 


isn't complete, write us direct. 


BRANDS 
Sun-Red Edge AluminA 
(electro-plated with zinc) 

Sun-Red Edge Black “iM MM \\\\ V5 
(painted) a 
Sun-Red Edge Bronze AS a . 
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NO fancy names 
Co ent aqgant 
CLAIMS, but -.-- 








For a third of a century, Pittsburgh 
Steel Company has been making 
fences of unsurpassed dependabil- 
ity. Pittsburgh Fences are made to 
meet the service requirements of 
every section of the country. Proof 
that they do is received from time 
to time when users send us photo- 
graphs of Pittsburgh Fences that 
have seen more than a quarter of a 
century of use. Pittsburgh Fence 
withstands the ravages of weather 
because it is made of new steel, 
copper-bearing for resistance to rust, 
and covered with a heavy coating 
of zinc as an additional protection 
against rust, so closely bonded to 
the steel that it will not flake or peel. 


PITTSBURGH STEEL COMPANY 


Union Trust Building, Pittsburgh, Pennsylvania ills urg| 


i RRR 
NEW YORK DETROIT CHICAGO = ST. LOUIS 


PHILADELPHIA DALLAS SAN FRANCISCO e I } Cc e 


ATLANTA MEMPHIS SYRACUSE 
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FIRST He DROPPED AN ORDER... 
THEN, A MONEY- MAKING IDEA 











You know Charlie Jenks, the carpenter up on that State Street Pretty good! Aren’t you folks getting plenty of orders from 
job. Here’s an order for some hardware he asked me to painters? 
give you. 


We don’t handle a painters’ line, but with business picking up 
Thanks. We'll send it up right away. How’s business in your line? we might try it...what are you fellows using these days? 

















Well, what brought me downtown is Dutch Boy White-Lead. Ill say we do...runs into plenty of money every time. If you 
We’re using that all the time. And when a dealer handles decide to put in Dutch Boy and a real painters’ line I may be 
Dutch Boy he’s sure to get a nice lot of other business along seeing you some time. 


with it. Painters usually buy everything they need where 


they get their lead. Thanks, old man. I’m sure going to try it. Sounds like a real 


money-making idea. 
Say...there’s an idea! Never figured it out that way. You fel- 
lows place some real orders too. 





Why Dutch Boy make Dutch Boy the cornerstone of your painters’ 
line, you’ve taken the most important step in 


Brings the Volume Buyers the direction of volume sales. The preference 
that exists for Dutch Boy White-Lead also ex- 
When they buy they buy in worth-while tends to the other members of the Dutch Boy 


quantities. The merchant who gets their busi- family listed below. _ 
ness is the one who carries everythingthey want. NATIONAL LEAD COMPANY 


One of the items they constantly demand Ereeman Ave: “Gincinpa 116 O75 5f,. Baffalo; 900 W. 18th St... Chieneo; 608 


Loui 


Ee « St ai Soar St., § i cisco; N Or Pa - . ane oe (Eee 
is Dutch Boy White-Lead. So, when you Prusburan: Sha teak Bnet ila iad 


AINTERS’ business is volume _ business. 













% DUTCH Boy “7% WHITE-LEAD 


LINSEED OIL — FLATTING OIL — LIQUID DRIER — WALL PRIMER — COLORS-IN-OIL 
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IMPROVED 
DOOR LATCH 
Opens ata 
touch when 
hands are 
full — closes 
easily and 
firmly. Sure 
in action. 





















EGG BASKET 
Sixteen egg 
capacity. 
Saves break- 
age and 
shows how 











he 





BUTTER AND 
CHEESE RACK 
Convenient 
for keeping 
packages of 
butter and 


ITS NORGE 


all along 
the line 



















EASY SLIDING 
ICE TRAYS 
A tray of’ 
cubes slide 
out easily, A 
new type 


many eggs cheese at the tray shelf 
you have on right tem- makes this 
hand. perature. 


possible. 











NORGE never stands still. Dealer- 
ships today are more valuable than 
ever because the Norge is a bigger 
profit-maker than ever. It has every- 
thing that other refrigerators have 
...and in addition...it has Rollator 
Refrigeration...the great outstand- 
ing cold-making mechanism, easily 
demonstrated to customers by 
means of a cut-away Rollator... it 


NORGE ROLLATOR REFRIGERATION 


THE ROLLATOR © Smooth, easy rolling 
power instead of the burried back-and-forth 
action of the ordinary refrigerator mechan- 
ism. Result—more cooling power for the cur- 
rent used and a mechanism that actually im- 
proves with use. Only Norge has the Rollator. 
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ELECTRIC WASHERS 





convinces ...and once known, a 
Norge is sold. Norge retail sales 
records prove it by repeatedly lead- 
ing in new business competition. 
Rollator Refrigeration gives you a 
powerful sales lever...and it is found 
only in the Norge. 

Investigate ... the Norge invites 
comparison. A Norge franchise will 
be your merchandising triumph. 





BROILATOR STOVES 


NORGE] 
RoWaler 


Norge is a natural seller...it offers 
big profits. This is a Norge year 
with new high sales records mount- 
ing fromthe great cooperative plans 
for Norge dealers. Investigate 
Norge before you take on any line. 
Write, phone or wire. 

NORGE CORPORATION 
Division of Borg-Warner Corporation 
606-670 E. Woodbridge St., Detroit, Mich. 


AEROLATOR AIR CONDITIONERS 
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Looking for new 


Electric Refrigerator sales outlets 


LL indications are that sales of 

electric refrigerators for 1934 
will establish a new record. Last 
year more than a million electric 
refrigerators were sold. 


Even with such great sales, the mar- 
ket for electric refrigerators 


Join Your Local Electric 
Refrigeration Bureau 


Now is the time when local Electric 
Refrigeration Bureaus can most effec- 
tively stimulate the market for refrigera- 
tors by coordinated promotional effort. 
Cooperative electric refrigeration shows 

and cooperative newspaper advertising 


is very far from saturation 
and many more millions 





are among the chief helpful means. 


ee 
NG 





must be sold before this 
point is reached. 


There is room for more dealers 
and manufacturers of electric 
refrigerators want such new 
sales outlets. 


Electrical dealers, hardware 
merchants and housefurnishing 
stores are especially sought as 
electric refrigerator 
retailers. If you are 
not selling refrigera- 
tors, opportunity is at 
your door. 












e: ELECTRIC | 
\, REFRIGERATOR 
ELECTRIC 


REFRIGERATION BUREAU 


Edison Electric Institute 
420 Lexington Avenue, New York City 
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If you sell electric refrigerators 
join your local Electric Re- 
frigeration Bureau — take 
an active part in its co- 
operative work. 




















A REAL A 
BUILDER 
OF SALES 






SOLID SHANK 


Equipped with ABW 
SHOCK BAND 


Forged from one solid bar of steel, heat 
treated, equipped with the ABW Shock Band, 
im H the famous Armor-D handle, and with labels 
iia die pressed into the wood. ABW Solid Shank 

| Shovels are stronger, tougher, lighter, better 


balanced and have that merchandising value 








which builds real sales. 





ABW SHOCK BAND ©. AMES RED EDGE KNOXALL PONY 


This Steel Casing is not merely applied 
above the socket but extends down 
under the socket. Tests show this Shock 
Band increases the handle strength 


about 21%. ASK YOUR JOBBER 


AMES BALDWIN WYOMING COMPANY 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 
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@ Libbey-Owens-Ford national advertising has 
created for you thousands of easy-to-sell cus- 
tomers who know L-O-F Quality Glass and have 
confidence in it. That’s why it is good business 
to maintain an adequate display in your glass 
department. Just a simple reminder will make 
many a sale. Furthermore, this less brittle glass 
is easier to cut and there are fewer broken lights 
to charge against your cost of doing business. 
Concentrate on L-O-F Quality Glass ...don’t 
forget that it is a long profit item... and, be- 
cause there is less breakage in cutting, you 
make a bigger profit on almost every sale. 


Libbey - Owens Ford Glass Co., Toledo, Ohio. 


yy) yy) 


GIVES YOUA _ 


>= 
Vv ONY LanuWW 30° 


The L:O'F label helps you sell. | 
protects you and your customer 
Leave it on. A blue label indi 
cates double strength, a red 


label single strength 





ft 


LIBBEY: OWENS: FORD 
L QUALITY GLASS 
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for Spraying Row or 
Field Crops, Orchard or 


bery, Alfalfa or Weeds 


Farmers everywhere devote 
some acreage to potatoes and 
other row or field crops which 
must be sprayed. This acreage 
has been gradually increas- 
ing from year to year and 
the demand for suitable 
equipment to do the spray- 
ing has grown accordingly. 

Never before have Myers 
Sprayers offered so much to 
the grower in economy and 
efficiency as they do this 
year. Mechanical perfec- 
tion, speed and thorough 
coverage in style and size 
range for extensive or limited 
acreage afford every oppor- 
tunity for selection to fit in- 
dividual requirements. 

Indications point to a 
heavy demand for Myers 
Hand and Power Sprayers 
during the weeks to come. 
If you have not already 
placed your specifications 
with us, or if you de- 
sire catalog and de- 
tailed information, 
is write or wire. 


MYERS JUNIOR FOUR 

ROW ENGINE POWER 
SPRAYER 

FIG. 2798 


MYERS FOUR ROW TRACTION 
POWER SPRAYER 
FIG. 2786 


MYERS DU-ALL FOUR, SIX OR 
EIGHT ROW TRACTOR-DRIVEN 
SPRAYER 
FIG. 2735 


Ta I urHat—3 (ie 
ASHLAND, OHIO. i myers & | 






PUMPS-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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Trees, Vines or Shrub- | 
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Ball Bearing 


The principles of the ball bearing are incorporated in 
Arwme BALL BEARING CASTERS, This means a frictionless 
caster which rolls easily, quietly, smoothly in any direc- 
tion. 


Saves Floors, Rugs, Carpets and Effort 


Every customer that comes into your store uses casters 
on some piece of furniture. For this reason, every custo- 
mer is a potential buyer. Take advantage of this market. 
Sell the modern ball bearing, frictionless caster; sell 
Armes and add to your profits. 


A Demonstration Makes 
A Sale 


Roll an Arme on the counter, 
or the palm of your hand 
and usually, a sale quickly 
1 follows. Let ’em see Armes 
and let ’em see how easily 
they roll. 





THE SCHATZ MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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LIBERTY 
BRONZE 


Hard drawn bronze 
metal wire, 90% 
copper, 10% non- 
corrosivealloy. 
Golden Bronze 
or Antique 
Bronze fin- 
ish. 

















@ Since 1892 this company has 
been engaged exclusively in the 






manufacture of insect cloth. It 






has been responsible for almost 






every major development in this 











product. Its brands are well 
known. They have consistently 






given complete satisfaction to 






both dealers and their customers, 











oPpaL \.W igey ook and have won the high favor of 
ZINC : itty 

COATED * dealers who know screen cloth. 
Best hard 


drawn steel 
wire, heavily 
zinc coated and 
lacquered. Stays flat 
when unrolled. 
White Satin Finish. 





Distributed through leading 
hardware jobbers everywhere 















DISPLAY and SELL OUT 


WINCHESTER 


TRADE MARK 


FLASHLIGHTS This NEW, Easy Way 


NEW model Winchester high grade Flashlight—selling at a com- ap ‘ree 
petitive price. ... A new, original counter display ... TWO New wm oo Mt ‘id | \ 
Deals that bring you this reliable merchandise along with the popular, i Wy id pe 
long life Winchester Super Seal Batteries. WINE ESTERE J 
Deal No. 1 gives you 6 Winchester FLOODLIGHTS No. 9111 in the "T FY w 
new Semaphore display, and 36 Winchester No. 1511 Super Seal Bat- wi) + WM) - 
teries, packed in display cartons of 12 each. Order Deal No. L9111L. 
Deal No. 2 brings you 6 Winchester FOCUSING FLASHLIGHTS 
No. 9811, the display, and 36 No. 1511 Batteries, packed in display 
cartons of 12 each. Order Deal No. L9811L. 
These new Winchester Flashlights are STRONG! Solid brass corru- 
gated cases. Focusing type has new-style reflector that doesn’t drop out 
on removal of cap. Other new features, too. 


Order these Deals from your Jobber NOW. Set the displays on your GET BOTH OF THESE 


counter—take up only 51/,” by 8”—height 14”. Then watch them SELL 
FLASHLIGHTS for you—sell OUT! 9) INH E\YY 
For full information about the other profitable sellers in the 


complete Winchester Flashlight and Battery line, write us. 
WINCHESTER REPEATING ARMS CO.,New Haven, Conn., U.5.A. ]D) 
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FORSTNER 


Labor Saving 


AUGER BIT 






Bores Any Arc 
of a Circle 


ay Many 












The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 


consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished suriace. Takes 
the piace of a chisel, gouge, scroll-saw, or 
lathe tool combined For core boxes, fine 
and delicate patterns veneers screen work, 
scalloping. tancy scroll twist columns, newels, 
ribbon molding and mortising. 
Send for Catalogue. 





The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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LOOK FOR THE ‘ on LABEL - - YOUR PmaTECTON ian SUBSTITUTION 


LIGHT 
ROMAN 7 DARK 
148 16 Mesh fle, sy 14 mew Om Weaving Wea tn all grade * 14-16 Mesh 
REFERENCE= + ye preference with experienced buyers everywhere, and the yy number 
~ of new customers. testify to the soundness of our adherence to the standards of QUALITY 
Su SRN ehh lr cooled Oe mans “G 4B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America's Oldest Woven Wire Factory -Manufacturers 
WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
Mew York City Georgetown, Conn. Chicago Kansas City, Mo. San Fromcteen 











EXCLUSIVE FEATURES 
Found only in the 






Zenith Patent 
Overhead Agitator. 





Zenith Patent 
Clothes Separater. 


That 


actually 
make Sales for You! 


Zenith All Alumi- 
num Split Wringer. 


The Zenith has everything that any other washer has 
and many advantages not found in any other line. 
Ask about its 

EXCLUSIVE SALES FEATURES 


GOOD DEALER’S MARGIN ENTHUSIASTIC USERS 
LOW SERVICE COSTS 


ZENITH MACHINE COMPANY 
Makers of Quality Washers for Twenty Years 
General Offices - 257 So. Ist Ave. E., Duluth, Minn. 

New York - 20 Vesey St... Chicago - 1416 Merchandise Mart 
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JOBBER 


for 


CLEMSON BROS., INC. 


MIDDLETOWN, 





HARDWARE AGE 














STANLEY 


HINGEWARE HAND TOOLS 
Gw) 


STANLEY J 
SY 


NEW BRITAIN, CONN. 














ishing Days Are Here Again— 9 ——————-——— —" 


Most everybody likes to fish and gee 
all who have tried ‘“UNION” 

Fishing Tackle are enthusiastic No. 163B Split Bamboo Fly Rod 
about the quality. 

“UNION” Rods have the flexibility and durability that create confidence 
and make fishing doubly enjoyable. ‘“‘UNION” Reels are correctly bal- 
anced and run so freely it is a pleasure to use them. 


“UNION” 
FISHING TACKLE 


are also pleased because it gives genuine satisfaction to every customer. 
Every Rod and Reel is made right—priced to sell readily and return a good 
profit. 


The new “UNION” line includes: Tubular Steel Rods, Solid Steel Rods, 
Split Bamboo Rods, Salt Water Rods, Surf Casting 
Rods, Cane Poles and Fly Casting Reels. 


Send for Catalog No. 16. 


Your Jobber Will Supply You Se OUR CONDENSED CATALDE 
He I AROWARE ACuMeER 
— 
D 


ARDWARE COMPANY 











Dealers who sell 





Reg. U. S. Pat. Off. 


TORRINGTON, CONN. 


Ne 7169 Established 1854 ea 
Fly Reel New York Office 151 Chambers St. 
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TOY GARDEN SETS 
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Made in three sizes to retail at 25c, 
50c, and $1.00. Finished in sparkling 
colors that appeal to youngsters. 
Quick sellers in the spring season. 
Write for new Catalog of Arcade 
Cast Iron and Wooden Toys. Order 
from your jobber. 


Arcade Manufacturing Co. 
Freeport, Ill. 


ARCADE fest TOYS 


“They look Real” 

















SPRING is 
bringing out 
GUNS and 
they NEED 


Hoppr’s: No.9 


-. Guns that bang on Saturdays and Sundays must 
be spotless on Mondays, and there’s nothing like 
Hoppe’s for keeping their bores mirror-bright. Nearly 
every shooter values this famous bore-cleaning solvent 
—depends on it to remove leading or metal fouling 
and prevent rust. So have it on the counter or in 
your window and get this good spring business. Use 
the attractive free display carton. 


HOPPE’S LUBRICATING OIL 


Keeps friction out of gun actions—cleans and polishes 
outside surfaces. Ideal too for all home uses that 
call for a pure, light-bodied, cleansing, penetrating oil. 
Your jobber can supply you. Write us for Gun 
Cleaning Guides—FREE. 


FRANK A. HOPPE, Inc. 
2314-A North 8th St., Philadelphia, Pa. 


NEW YORK: Ed. W. Simon Co., Inc., 302 Broadway 
LOS ANGELES: H. W. Bowlds, Mason Theatre Bldg. 






















Gift Shop, 
Variety and 
Department 
Store has been 
waiting for this 
peucil to mark 

Cellophane packages 


Customers 7¢edqd 
this CELLOPHANE’ 















ger Pencil 
Oisrack Oren COswe Ccreen 
Name 
Address 
City State 
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MERICA 


For Hardware and Supply Trades 


We manufacture SHEETS of recognized reputation and 


value. For roofing, siding, gutters, spouting, air con- 
ditioning systems and general sheet metal work, use 


Keystone Copper Steel Sheets 


for lasting service and maximum Sheets, Heavy-Coated Galvanized 
resistance to corrosion. Insist upon Sheets, Formed Roofing and Siding 
AMERICAN Black Sheets, Keystone Products, Terne Plates, and USS 
Quality Sheets, Apollo Best B'!oom STAINLESS and Heat Resisting 
Galvanized Sheets, Galvannealed Steel Sheets. Write for information. 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 
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Super-X_ » 
rings in the Business 


Because it Brings 
Down the Ducks we 


* ~“ 
A few years ago shotgun shells were just shells. , 
All about alike. All limited the shooter’s range EJ 
to about 40 yards. Then something happened! / Z# y 
? Super-X was announced! A shell with a killing a fee . ibe 
range of 60 —70—even 80 yards and more — Ae \I | 
ust F made possible by Western’s patented application “ae ae \ 
ike ; of progressive burning powder to shotgun shells, aoe & 4 . 
= and to Short Shot String, an exclusive Super-X re Boe : 
~ f ~~ \ 
ing eature. wn a\ 
in Repeat sales have made Super-X the largest selling 
on long range load. Can you afford to be without an Jihyp 
adequate stock? » 
Western Xpert and Field shells, in game, trap and pe ‘ 
nes skeet loads, are in big demand. Also Western # A , : 
hat Lubaloy center-fire cartridges and Super-X long we 
= range .22’s. Ask the nearest Western jobber about ” ahd fp 
them. Why go through another year without the fiZ4 ‘ 
leading brand of ammunition? ‘Vf * 
WESTERN CARTRIDGE COM PANY #f y, 
455 Adams Street, East Alton, Ill. “4 
Branch Offices: Jersey City, N. J., San Francisco, Cal. Fin 7 
acd / 
. 7 REASONS WHY WESTERN 


IS BETTER AMMUNITION 


WESTERN SHOT... made in our own shot tower, are uniform in size 

O and weight. Highly polished. Shoot straight to the bird. For extra long ranges 
Super-X is loaded with golden Lubaloy coated shot. The surface of the pellets 
is harder, less subject to deformity, giving closer patterns, and even shorter 
shot strings. 


2) WESTERN PATENTED SEAL-TITE WAD Pr 


WESTERN PROGRESSIVE BURNING POWDER... Western de- 
veloped the principle and has patented the application of this powder to shot- 
gun shells—an outstanding contribution to sportsmen. High velocity and 
longer range without high gas pressure. 


WESTERN WATERPROOFING ... Not just a “dipping in wax” that 

Q would merely protect the shell surface but a special compound that penetrates 
the paper. Western shells fit your gun and function perfectly even after hours 
in water. Uniform thickness of paper insures smooth functioning in repeating 
and automatic shotguns. 


WESTERN SURE-FIRE PRIMERS... Special, non-corrosive primers de- 
5) veloped in the Western Laboratories. Prevent rust and corrosion. Assure a 
clean gun barrel and extra protection for the gun. Sensitive to the blow of the 
firing pin. Give quick, sure-fire hot-flash ignition to the powder. 


WESTERN STEEL REINFORCED HEAD 
... Brass head and flange section are made extra 
strong and safe by a patented Steel Reinforcing 
Cup which locks together the tube, base wad and 
head. The result of years of experimental work 
during which millions of shells were produced. 


WESTERN BRASS ... Made in our own mill. 
Of such uniform high quality that makers of well 
known watches and other precision instruments 
purchase brass from us for use in their own 
products. 


SHORT SHOT STRING © LONGER RANGE 


Co wee STERN FOR 








me. too. 


Shooters Want 


Can they buy it from YOU? 


Sportsmen who go into the woods or mountains 
for big game will ask for Lubaloy cartridges. 


The reason is obvious. They know from ex- 
perience that Western Lubaloy cartridges excel in 
deadliness, in accuracy, and in uniformity. And they 
want Lubaloy non-fouling bullets to protect their 
rifles from metal fouling or corrosion. 


Deer hunters “swear by” Western Lubaloy soft 
point deer loads, specially designed for deer and 
similar thin skinned animals, just as peace officers 
and police insist on Lubaloy .38 Super Police 
cartridges because of their deadly stopping power. 


Can they buy Western from you? They'll make it worth 
while if you put Western in stock... And remember—the 
.22 rifle fans are buying Super-X Jong 

range .22’s! All you have to do is to tell 

them about the high velocity and great- 

er shocking power of Super-X and 

they’re sold. 


WESTERN CARTRIDGE COMPANY 
455 Adams Street, East Alton, Ill. 


7 REASONS WHY WESTERN 
IS BETTER AMMUNITION 


WESTERN LUBALOY JACKET METAL ...A non-fouling lubricating 
alloy used as a bullet jacket on all Western cartridges. Invented, patented, and 
controlled exclusively by Western. Permits taking fine rifles into the field with- 
out having them ruined by metal fouling or corrosion. Unlike bullets with 
cupro-nickel jackets Lubaloy metal does not cling to the bore. Lengthens the 
life of the arm. 


(2) WESTERN JACKETS 25 THICKER 


BULLETS OF ACCURATE WEIGHT... All Western bullets are correct 
in size and weight. The gauges used in making them are kept accurate by con- 
stant checking with Johansen master gauges. A Lubaloy 180-grain bullet must 
weigh within a single grain of 180 or it is rejected. 
WESTERN “MOUTH” ANNEALING ... Metal that is constantly sub- 
Q jected to pressure gets “tired” and may split unless it is heat treated (annealed). 
Western high power cartridges are annealed at the “mouth,” where the bullet 
is forced into the case — then given a test equal to 6 years of cartridge life. 
You never hear of a Western case splitting. 
WESTERN POWDER... The powder used is the very best and is care- 
fully selected to meet the requirement of each individual type of cartridge. 
WESTERN SURE-FIRE PRIMING .. . Specially developed in the Western 
6) laboratories. Extremely sensitive to the blow of the firing pin. Gives quick, sure- 
fire, hot-flash ignition to the powder. 


WESTERN BRASS... Western cartridge cases are made extra strong, extra 
safe. Produced in our own brass mill. Of such uniform high quality that 
makers of well known watches and other precision instruments purchase brass 
from us for use in their own products. 


PRINTED IN U.S.A. 


| 











SURE SHARP 


KNIFE SHARPENER 
LATEST EDLUND ITEM 


Radically New in Design and Operation 


Sharpens on a scientifically correct principle. A dis- 
tinct improvement over present types. Sharpening 
wheels are made of the hardest steel known. Will 
sharpen hardest stainless steel knives. Sturdily made 
for years of service. 


Model 3 H (as illustrated) comes with handle. Model 
3S can be screwed onto any flat surface. Packed in 
dozen lots in display carton. Assorted handles in 
green, blue and yellow. 


Write your jobber or direct 


Can openers — Egg beaters — Jar openers — Bottle openers 


EDLUND COMPANY BURLINGTON, VERMONT 


‘LEPAGE’S 


LEPASE'S CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCILAGE 
LEPASES COLD WATER WALL SIZE 
LEPASE'S WATERPROOF CEMENT 
LEPASE’'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO.,GLOUCESTER MASS. 
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OWT Prospects * WANT THIS KIND OF =< | 


AIK COND 


SO SIMPLIFIED, SO PRACTICAL, 
SO ECONOMICAL, THAT YOU CAN 
SELL IT .. PROFITABLY.. NOW 


R ee , ; ; 
IT’S good business to sell Servel Air 


= Conditioning. Because it’s good 
business for your prospects to buy Servel 
Air Conditioning. 

For years, merchants, restaurateurs, 
shop owners and building operators in 
your local territory have known what Air 
Conditioning means—in attracting pa- 
trons—in making them stay longer and 
spend more. Industrialists have wanted it 


—for efficiency of employees—for uni- 


formity of product. Home-sowners have 
dreamed of it—for personal comfort. 
Now, in 1934, you can sell all of them the 
thing they want—practical, economical 
Servel Air Conditioning. It’s simple to in- 
stall. 


less than hundreds of waiting buyers ex- 


The cost and operating expense are 


pect. 

Get the facts about Servel’s advanced 
equipment for every need—about Servel’s 
Distributor and 
still available in 


aggressive sales program. 
dealer franchises are 


some centers. Wire or write today for de- 


tails. Servel Sales, Inc., Evansville, Ind. 


SERVE 
tit Conditioning 


AND COMMERCIAL REFRIGERATION 
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Floor-Type Comfort Unit 
cools and dehumidifies in 
Summer; heats and humidi- 
fies in Winter; circulates, 
filters, ventilates the year 
*round. 





Suspended-Type Comfort 
Unit—for all-season, heavy- 
duty Air Conditioning. To 
be suspended from the ceil- 
ing or connected to wall 
ducts. 





Self-Contained Cooling Unit 
—a powerful, economical 
“package job”? for Summer 
use. Can be installed any- 
where, simply, easily. 


HARDWARE AGE 
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Store Traffic Creators 


By 
E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


W De: recently attending hardware conventions throughout the Central West—as 


far north as Minnesota and as far south as Texas—I was struck with the fact that at every 
one of them the dealer has been urged to concentrate his money and his efforts on fast- 
turning lines—lines that can be quickly sold, paid 


































f SANDPAPER — for, and proceeds promptly re-invested—and that 
; GED more = AND WHILE [ special attention should be given to those ite: 1s 
is ITN out. U BETTER ney which are necessary in our every-day lives — the 
| at HERE ER cAN things which people consume or wear out quickly, 

ME N and which bring them back many times each year 


to buy more. 


Such items are called store traffic creators—the 
most valuable items in your stock—because they 
bring the same customer into your store many times, 


OS RISENER: 


and each time he comes in he is more than likely to 
buy something else. 


Store traffic is the life-blood of every retail mer- 
chant—the things which help to create it are his 
most valuable allies. 


“eee 


Sandpaper and Emery Cloth are two recognized and outstanding store traffic creators— 
: items which are bought many times during each year by the same customers—and when 
, 3 they come in to buy them, they invariably buy something else. Thus, Coated Abrasives 





: : are among the most important items you stock, regardless of the high margin they carry. 


Clover Color-Stripe Abrasive Papers and Cloths are accepted 
as standard by the principal dealers and jobbers throughout the 
land—today, a stock of these goods is better than money in bank. 


Your inquiries will be greatly appreciated, 





E. B. GALLAHER: 
Clover Mfg. Co., Norwalk. Conn. 
You may send me, without obligation, samples of: 











CLOVER MANUFACTURING COMPANY Green-Stripe Sandpaper. 
Red-Stripe Turkish Emery Cloth—for polishing. 
NORWALK, CONN., VU. S. A. Yellow-Stripe Aluminous Oxide Cloth—for cut- 


ting hard metals. The universal shop abrasive. 





Orange-Stripe Garnet Paper—for wood-working. 




















SANDPAPERS 
Orange-Stripe Garnet Cloth. 
METAL-CUTTING PAPERS AND CLOTHS Clover Grease-Mixed Grinding Compound. 
| ed Valve-Grindi ; 
WOOD-WORKING PAPERS AND CLOTHS Clover Water-Mixed Valve-Grinding Compound. 
ame 
CLOVER GRINDING AND LAPPING COMPOUNDS ‘iiienes 
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PROOF FOR THE STATEMENT 


Plymouth Rope is 
the most profitable 
rope to handie 





The Plymouth Cordage Company gives you active sales coopera- 
tion in the form of window displays, counter displays, booklets, 
Rope Knot charts and advertising appealing to many groups of 
rope users. These are free to you on request. 


And an exclusive 


sales help .. the New 


PLYMOUTH ROPE 
SALES-MAKER 


New and exclusive with Plymouth, this Sales- 
Maker displays rope to all who enter your store, 
reminds them of their need for rope. Unique rope 
measuring device on back records number of 
feet quickly and accurately. V-shape Blade 
Cutting Device severs rope at the exact length 
the customer wants. 


THE SALES-MAKER: 


Increases Rope Sales . . . Saves Time . 





ie the 


. . Sells 


This fam- 





Greater Variety of Rope Sizes . . . MakesIt Easy Tr bys sal 
To Sell By The Foot Plan. Write at once for spe- Ne oh esting. 
cial offer to dealers regularly handling 
Plymouth Rope. 
RANCH 
PLYMOUTH CORDAGE COMPANY new york Benton New Orleans 


North Plymouth, Mass. and Welland, Canada Baltimore 


PLYMOUTH 


¢ SHIP BRAND MANILA ROPE e 


THE ROPE YOU CAN TRUST 


Chicago San Francisco 





Here's 
MORE PROOF 
The Rope Itself 


Made of carefully selected 
pure Manila Fiber, by 
skilled Ropemakers, Ply- 
mouth Ship Brand Manila 
Rope is strong and durable, 
easy to handle and splice. 


Acceptance by 
Rope Users 


For over 109 years Ply- 
mouth Rope has been the 
choice of discriminating 
rope users. They have 
found from experience that 
it gives more value in safe- 
ty and service. Everywhere, 
Plymouth Rope is known as 
**The Rope You Can Trust.” 


Advertising 


The Plymouth Cordage 
Company advertises its 
products regularly to many 
classes of users—the people 
upon whom you depend for 
rope sales. This advertising 
builds business constantly 
for Plymouth Dealers. 


* Sales Helps 


Plymouth Rope 
Sales-Maker 


A remarkable new store 
display fixture which offers 
approved Plymouth dealers 
an opportunity to display 
rope in a modern, effective 
way. Nothing like it has 
ever been offered before. 
Its many features will 
greatly facilitate your sale 
of Rope! 


The Company 
behind 
Plymouth Rope 


A record of over a century 
of fair dealing with the 
trade assures you of uni- 
formly high quality of 
product and active co-oper- 
ation in helping you to in- 
crease your rope busines® 
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TRUCKING Is | 
ONE OF THE NATION’S GREAT INDUSTRIES 





5) ene: 


Trepp tee 


APRIL 12, 1934 


| RY town and city in the United States has re- 
sponsible firms engaged in the business of Truck- 
ing and Hauling. With their fleets and drivers availa- 
ble for any kind of hauling—by the job, the day, week, 
month or year—they perform a vital public service. 

What these men think about International Trucks 
and Service should interest all buyers and operators 
of motor trucks, for trucking contractors are seeking 
one end—the lowest cost per ton-mile. Hauling is all 
they have to sell—and their profits go up only as their 
costs go down. 


Without the confidence of this great trucking in- 
dustry International Harvestercould not have become 
an outstanding truck manufacturer. Go where you 
please —in small or large cities — and you will find 
Internationals hauling their large share of the Truck- 
ing Industry’s own loads. 

Close figuring men who make a business of truck- 
ing know trucks as the stove man knows stoves—as 
the shoe man knows shoes. All makes of trucks are 


known to them in terms of black or red ink. They can 
go back in their books for many years and show you 
which makes of trucks pay an operating profit—and 
which trucks do not. That is why they standardize so 
largely on Internationals. They don’t guess. They know! 

International’s after-sale service is a most impor- 
tant consideration to the trucking industry. Standard 
International partsand standard International Service 
in 201 cities—the largest company-owned truck ser- 
vice organization in the world—play a-vital part in 
the brilliant performance of International Trucks— 
in any business. 

Whatever your business may be, do not buy any 
truck of any size or for any purpose until you know 
all that International offers you. Visit the Interna- 
tional Branch or Dealer near you. Ask for demon- 
stration. Sizes range from 12-ton to 7!2-ton. Chassis 


prices from $360 up, f.o.b. factory. 


INTERNATIONAL HARVESTER COMPANY 


606 S. Michigan Ave. 


selene Chicago, Illinois 


INTERNATIONAL TRUCKS 
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INVISIBLE?’ the t 








A rou of fence is a visible and tangible commodity. But—not so oe 
visible—not so apparent at a glance—is the value back of it. How long 
will it serve—how well will it perform its intended task—how economical 
will it prove—are questions that only actual service records can deter- 
mine. Fortunately American Steel & Wire Company Fences offer you 
such proof of value—enable you to sell quality that has been demon- 
strated superior by the hardest of all tests—the test of time. The nation- 
wide preference for American Steel & Wire Company Fences offers 
indisputable proof of greater value, superior quality and more rapid 


turnover. = 
1831 A 32s Bee 19354 

















AMERICAN STEEL & WIRE COMPANY 














208 South La Salle Street, Chicago SUBSIDIARY OF UNITED IQS states STEEL CORPORATION Empire State Building, New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Building, Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco Export Distributors: United States Stee! Products Company, New York 
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will capture 


the BRUSH BUSINESS for you! 


For thousands of alert dealers it 
has been the first step to greater 
brush profits. For them it is both a 
that 
BUY!” and a complete brush selling 


display says, “Stop!* Look! 


system. 

It displavs Wooster’s “best sellers” 
that satisfy 90% of your trade. 
Goes up in 5 minutes — saves 
space — saves time. 

The stock keeping system al- 
ways keeps on hand a minimum 
stock of the 26 brushes shown. Nb 
overstock. No dead numbers. The 


model stock and “quick” order 


Combination handy 
stock control guide and 
brush sales-aid card. 


WOOSTER <= BRUSHES 


THE ONLY 


APRIL 12, 1934 


blanks 
simple as ABC. Check the list of 


shown below make it as 
advantages opposite and decide to 
eapture your share of Wooster Brush 


Profits. Ask your jobber or write to 


THE WOOSTER BRUSH CO. 


Wooster, Ohio 
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ADVERTISED 


») If it's Worth Painting 
It's Worth a 





WHAT IT WILL DO FOR YOU 


i—Reduces investment in 
brushes. 
2—Increases your turnover. 
3—Confines your brush line to the 
26 nationally advertised fast- 
seHing Wooster Foss-set Brushes. 
4—Satisfies 90% of your trade. 
5—No duplication of numbers. 
6—No sales lost. 
7—Sells more, better and bigger 
brushes. ~ 
8—Gives you a convenient and 
quick method of re-ordering. 
9—Assures brush profits for you! 


your 


Book of “Quick” order 
blanks saves your time. 





LINE 
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4 SURE PROFIT 
ITEMS THAT 


REPEAT 








UNION BRAND EMERY 
CLOTH. Coated with high- 
est quality Turkish Emery. 
Re sess muna 7 ey In standard grits. 9’’x 11” 
== | 

ae sheets. 





ALOXITE BRAND CLOTH. Unexcelled for metal fin- 
ishing. In 50-yard Economy Rolls. Three widths. 


aneam, Ornces 
NIACARA FALLS, NY. 











E want you to realize that The Carborundum 

Company is one of the largest manufacturers of 
coated abrasives (abrasive paper and cloth) in the 
world. Products of thé highest quality. 


Stock all the items shown here. They will show you a 
steady repeat business. Once a customer has tried a 
“Carborundum” product, he will want that same 
product again, and again, and again... not only the . 

same product, but other products carrying the Carbo- CARBORUNDUM BRAND FLINT PAPER. Uniformly coated with 
rundum Brand. superior quality flint. In all standard grits. 9’’x 11’ sheets. 


Order it in the Handipac Carton. 
Tell your jobber you want Carborundum-made prod- 


ucts when ordering abrasive paper and cloth. It is a 
brand you can tie to—year in, year out. A brand that 
carries the reputation of a company whose products 
are recognized in every industry. 


A Post Card brings you a copy of the new complete 
catalog of Carborundum Brand Products. 


The 


CARBORUNDUM 


COMPANY...NIAGARA FALLS, N. Y. 





ALOXITE BRAND FLOOR SANDING PAPERS. Fast, clean cutting, 


Cc i ¥ to., Lted., Ni ‘alls, » a h: i . ° ° 
anedian cf arborandum Co., Ltd., legare Pelle Ont eles offices and wae ouses in uniformly coated. Produce a smooth, uniform finish. In 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, 1 e : . 
Milwaukee, Grand Rapids; Toronto, Ont. (Carborundum and Aloxite are registered all necessary grits and backings to meet all floor sanding 
trade marks of The Carborundum Company.) requirements. 
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Again We'll Make More Money 
With Westinghouse Fans 


es You’re right — Major! The really big fan profits during 1934 will 
heets. again go into the pockets of those dealers who sell Westinghouse 
Fans. That’s natural — it has always been that way. 
Westinghouse Fans are easier to sell because the public prefers 
them. A recent nation-wide survey found them in 61% more homes 
” 


than any other brand. This year — with the “Master-aire,” an 
entirely new achievement in fan efficiency, sales and profits will be 


ee 
WMA - —_— 


bigger than ever. 

Westinghouse again provides powerful selling helps. Number One 
is an attractive, baked enamel, steel display stand with a motion 
attention device. Others are striking window displays, clever news- 
paper cuts, a folder that does a selling job. 

If you want to make money selling fans — tie up with Westing- 
house. For 28-page fan catalog and full information write 
WESTINGHOUSE ELECTRIC & MANUFACTURING CO. 
Merchandising Department, Sec. HA-434 Mansfield, Ohio 
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Chalk Up the Profits-Simpkins! 





The New“ Master-aire’;an Amazing 
Westinghouse Fan Development 


A sleek fan in 12- and 16-inch size. Up to 36% lighter, 
and 37% lower power consumption. Whisper quiet, 
with silent Micarta blades, its exclusive capacitor 
motor sets a new mark for efficiency. 





Westinghouse Fans 
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Have you any idea of the money that’s lying around on floors in your town...money that’s new and 
clean even if it is covered with dirt and grime? Have you any idea how many floors with work-worn var- 
nish, shellac and wax, could be brought back to life and lustre with Double X... for the trifling sum of 
75c? It’s a real pay-streak and no mistake! And here’s another news-nugget: Double X is telling its 
do-it-yourself story in a national advertising campaign that assays 24-carat pulling power! A campaign that 


will bring people into your store and cash into your drawer, if you will DOU BLE X 
stock up and hook up! Remember, thar’s gold in them thar floors, pardner! 
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/S TRADE MARK 
SELLS TROWELS 


It's no secret that more mechanics ask for and 
demand MARSHALLTOWN TROWELS than 
any other make. The Marshalltown Trade Mark 
is the big influence that guides purchasers in 
the selection of the best TROWELS. 


Down thru the yeas MARSHALLTOWN 
TROWELS have maintained their leadership 


MARSHALLTOWN TROWELS because of distinctive original design and su- 


are products of more than 40 H . 
years experience in the making — quality. 


of fine tools for plasterers an 

rriclleyecc o” Pisterers and Feature MARSHALLTOWN TROWELS and 
attract the best tool trade. Those who know 
prefer them. . 


VARS HALLOW IN 
HT HR's * 





MARSHALLTOWN TROWEL COMPANY 
MARSHALLTOWN, IOWA 
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“Yes! We read the 


@ Mazpva lamp advertisements” 


In a typical mid-western city, that’s what 7 2.8% 
of all subscribers to magazines, in which @ lamps 
are advertised, said. 








@ lamps [re more 
dependable,” 










a 
lamps dons waste 
Current,’ 





How 
GENERAL 
ELECTRIC 


is helping you 
and your dealers 
to sell more , . . . And all these ideas have been planted 





lamps | in the minds of the buying public—your cus- 
/ tomers—by the ADVERTISING of Mazpa 
DO THESE 3 THINGS y. { + lamps of General Electric manufacture. 
AND YOU WILL SELL / \ 
MORE LAMPS You can profit most from this advertising 
p L 
1. Putin an Edison Mazp : 7 
aeons so tog saan i . and bring the people who need lamps 
nes yereeiaee \ into your store, if you will follow the sugges- 
2. Take one of our current : 
pag ey aa Pp \ MA >: tions to the left. When you do these things 
Edison MAZDA lamps sea9 ' eset , 7” 
around it. X< Go” you are signing your name to Edison Mazpa 
3. Ack people to buy. : bs lamp advertising. Let your customers know 
“very home nee is more 
so alates you sell lamps made by G. E. General 
a Ti a ; 
Dane castes teats Gee Electric Co., Nela Park, Cleveland, Ohio. 











this MARK 


EDISON MAZDA LAMPS 
GENERAL @ ELECTRIC 
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Look for this 
Trade Mark 
on the Saws 
you buy. 







No. 53 “Lifetime” Saw j 


LC 








No. 2 Back Saw 
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Be No. 50 Coping Saw 
; sey 
yvwS = Junior Mechanic Saw 
OUALITY IS KING! 

GOOD TOOLS again rule the kingdom of NOW is the time to earn the confidence 

Hardware. And QUALITY is paramount and respect of your community by sell- 

in the mind of every customer who enters ing BETTER Saws and Tools—The 

eit ATKINS SILVER STEEL Line. 

The hey-day of low priced inferior tools , 

has passed; because they did not satisfy, It may surprise you to learn that AT- 

they are destined to oblivion. QUALITY KINS SILVER STEEL SAWS AND 

again becomes the national “buy-word.” TOOLS will net you more dollars-and- 


Low priced merchandise failed to satisfy, cents profit than any of the cheap lines. 


failed to make good during its brief inter- : 
lude of popularity. It was found too “ex- And ATKINS pledges to you, Mr. Hard- 


pensive” both to the dealer and the con- ware Dealer, fair price protection on 


sumer. every SILVER STEEL SAW sold! 


Be sure you have an adequate stock of ATKINS SILVER STEEL Hand Saws, Small Saws, 
Hack Saws, Pruning Saws, Saw Tools, Trowels. Order from your jobber TODAY—If he 
cannot supply you, write to us for prompt service. Get ready for increased demands for 
quality tools. 


“wr 


E. C. ATKINS 4No COMPANY, INDIANAPOLIS, IND. 
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ANY of the things that are 
[ supposed to be radically 
- new in the New Deal are 


as old as the hills. Here in the United 
States some of us are shocked at the 
sovernment taking a hand in _ busi- 
ness, arranging conditions, fixing 
prices, and all that. These things 
have been done in England, France 
and other countries for years and 
vears. Long experience has taught 
these countries that there must be a 
profit in business to support the mer- 
chant and his family, to develop the 
business and to pay taxes to the gov- 
ernment. Without a profit for the 
merchants, these governments long 
ago realized that the whole structure 
of business and government would 
fall to pieces. Foreign governments 
were the first not only to regulate 
prices but also to grant subsidies, 
giving shipping, mails and business 
an opportunity to make a profit, get 
on their feet, and survive. 

This activity on the part of govern- 
ment in business in foreign countries 
has not been resented because the ob- 
ject and practice of the government 
was to help business. These countries 
started out with the major, funda- 
mental principle that business, in 
order to live, must show a profit. On 
the other hand, here in the United 
States we have been obsessed with 
the thought.that competition, more 
competition, and ruthless competition 
that will destroy all profit, is the 
great, grand and glorious idea for the 
welfare of the people. From this idea 
evolved the Sherman law, the Clay- 
ton act, the Federal Trade Commis- 
sion and all the travesty on fairness, 
justice, good business and common 
sense in the dealings between the 
governnment and business that has 
followed. The true stories that could 
be told of these dealings seem so ab- 
surd that if they were printed in 
book form the public would hardly 
believe what they read. But business 
knows, and knows to its sorrow. In 
addition, notwithstanding the enor- 
mous expenditures for investigations, 
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"FIXED PRICES’ —"“OPEN PRICES” 


By SAUNDERS NORVELL 





Industry has asked for a further NRA approval of the 
open price plan in all codes. Recognizing Mr. Norvell's 
long and successful record as wholesaler and manu- 
facturer both in the hardware and drug fields, 
HARDWARE AGE asked him to write this article on 
“open prices” and believes that he has handled the 
subject with remarkable clarity and purpose. It is in- 
formative, accurate and a fair statement of the situation. 


—The Editors 





suits, legal talent and expenses, the 
government in attempting to enforce 
the Sherman law and the Clayton act 
has gotten practically nowhere. 
Business men, being ignorant and 
uninformed, have shied at the idea 
of the government taking a hand in 
their business. The government, on 
the other hand, has approached busi- 
ness, through the Sherman law and 
the Clayton act, and the Federal 
Trade Commission, in a critical, bull- 
dozing and unfriendly attitude. It has 
hauled business over the coals, given 
out disastrous publicity, dragged 
cases and hearings along for months, 
but when a penalty was expected, it 
has usually dodged the issue, even 
when all concerned knew that the let- 
ter of the Sherman law had been vio- 
lated. Why is all this true? Simply 
because the best legal minds in the 
government and in the land have not 
fully believed in the Sherman law 
and the Clayton act, and also because 
both the government and business 
were too short-sighted to see that in 
the nature of the case there must be 
friendly and reasonable cooperation 
between them. The government is 
business. Business is the government. 
It has been the writer’s interesting 
experience (as an observer) to sit in 
a meeting in London when world 
prices on quinine were fixed. This 
meeting was held under the manage- 


ment of a well-known bureau. The 
interest not only of the consumers of 
quinine, but also of the growers of 
cinchona bark (from which quinine 
is manufactured), the manufacturers 
and distributors of quinine, and also 
the governments of the various coun- 
tries involved, had to be considered. 

How was this meeting in London 
concluded? A program, printed in 
several languages, was sent to every- 
one invited to the meeting, outlining 
just what would be discussed and the 
questions to be settled. At this meet- 
ing several countries were repre- 
sented. " The discussions were in 
French, German and English. All the 
facts and figures relating to the busi- 
ness were laid on the table. But here 
is an interesting point. The Chairman 
of this meeting was an English lord, 
who sat in the meeting to protect the 
interests of workmen and consumers. 
Every decision had to have his ap- 
proval. 

This bureau regulating the sale of 
quinine has its headquarters and 
principal offices in Amstetdam, The 
bureau has been signally successful 
for many years, and the sale of qui- 
nine all over the world through them 
and with their arrangements with the 
various governments has been stabil- 
ized. 

Procedure of this nature is not pe- 
culiar to quinine. In Europe there 
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are bureaus and cartels of all kinds. 
Prices are deliberately fixed—prices 
for raw material, for the manufac- 
turer, for the distributor, for the re- 
tailer, and for the consumer—and | 
will wager that in 99 per cent of the 
cases the consumer in Europe under 
the system as above described is buy- 
ing his goods cheaper than the con- 
sumer in the United States. 

After all these years of groping in 
the dark, wasting enormous sums of 
money, and consuming a great deal 
of time, this country at last is crawl- 
ing out of the woods, and is begin- 
ning to see the light when it comes 
to the question of selling goods and 
price fixing. Any intelligent man— 
that is, a man informed in world 
trade—if he should privately express 
his opinion about American mer- 
chants and law makers in the past 
would say that they have been the 
greatest lot of “dumb Doras” that it 
has ever pleased God to develop. I 
give you below a quotation from the 


Literary Digest of March 17th: 


“The jingle of eighteen cents on the 
counter of an obscure grocery in 
Rochester, N. Y., one day last April 
was echoed last week in the Supreme 
Court of the United States, in boom- 
ing headlines, in reams of editorials. 
Out of that trivial purchase of two 
quarts of milk has come another 
mighty pillar for the ‘New Deal.’ 

“Leo Nebbia sold the milk to Jedo 
Del Signore for eighteen cents and 
threw in a five cent loaf of bread. He 
was fined five dollars for disobeying 
the ruling of the New York Milk Con- 
trol Board which fixed the minimum 
price of milk at nine cents a quart. 
He had violated a law passed by the 
Legislature to protect an industry in 
the interest of the public welfare. 

“Affirming the judgment by another 
five-to-four decision, the Supreme 
Court, in an opinion written by Justice 
Roberts and concurred in by Chief 
Justice Hughes and Justices Bran- 
deis, Stone and Cardozo, held that 
‘The Constitution does not secure to 
any one liberty to conduct his busi- 
ness in such fashion as to inflict in- 
jury upon the public at large, or upon 
any substantial group of the people.’ 

“Joining with Justice McReynolds, 
who wrote the minority opinion, Jus- 
tice Sutherland, Van Deventer and 
Butler asserted that ‘The Legislature 
cannot lawfully destroy guaranteed 
rights of one man with the prime pur- 
pose of enriching another even if for 
the moment this may seem advan- 
tageous to the public. 

“But the majority, as in the Minne- 
sota mortgage moratorium case, held 
that the public good was paramount 
in time of emergency. Other points 
in both opinions are printed below on 
this page. 
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“‘This is an epochal decision,’ 
said the St. Louis Star-Times, ‘not 
because it legalizes the debatable 
system of government price-fixing, 
but because it recognizes the right 
of the people, through their law- 
making bodies, to regulate industry 
for the common good. 

“*The Supreme Court, by this de- 
cision, has broken chains which have 
bound the American people for sixty 

years.” 

“‘NRA is significantly strength- 
ened,’ added the Cleveland Plain 
Dealer. ‘And we doubt if most 
Americans are any more fearful than 
are Justice Roberts and his liberal 
colleagues that anarchy is about to 
tear down the foundations of the re- 
public. 

“‘No American can fail to feel 
that a new era has indeed dawned,’ 
according to the New York World- 
Telegram, ‘and that the nation’s high- 
est court has been liberalized to a 
degree that promises to make the 
new national departure progressive 
and secure.’” 


From the Majority Opinion 


Remarks in (_ ) by this writer. 

“This Constitution does not se- 
cure to any one liberty to conduct 
his business in such fashion as to 
inflict injury upon the public at 
large, or upon any _ substantial 
group of the people. (Is such a 
person honest? ) 

“Neither property rights nor con- 
tract rights are absolute; for gov- 
ernment cannot exist if the citizen 
may at will use his property to the 
detriment of his fellows, or exercise 
his freedom of contract to do them 
harm. Equally fundamental with 
the private right is that of the pub- 
lic to regulate it in the common 
interest. (The public right is 
paramount. ) 

“So far as the requirement of due 
process is concerned, and in the 
absence of other Constitutional re- 
striction, a State is free to adopt 
whatever economic policy may rea- 
sonably be deemed to promote pub- 
lic welfare, and to enforce that 
policy by legislation adapted to its 
purpose. (If not, why the State?) 

Price control, like any other form 
of regulation, is unconstitutional 
only if arbitrary, discriminatory, or 
demonstrably irrelevant to the 
policy the Legislature is free to 
adopt, and hence an unnecessary 
and unwarranted interference with 
individual liberty.” (Can the State 
control life but not prices? ) 


From the Minority Opinion 


“Not only does the statute inter- 
fere arbitrarily with the rights of 
the little grocer to conduct his busi- 
ness according to standards long 
accepted — complete destruction 
may follow; but it takes away the 
liberty of 12,000,000 consumers to 


buy a necessity of life in an oper: 
market. (Is any little fool to be 
allowed to destroy a whole mar- 
ket?) 

“The power thus to regulate pri- 
vate business can be invoked only 
under special circumstances. It 
may be so invoked when the Legis- 
lature is dealing with a paramount 
industry upon which the prosperity 
of the entire State in large measure 
depends. It may not be invoked 
when we are dealing with an ordi- 
nary business, essentially private in 
its nature. (Where and who is 
to draw the line? ) 

“This is not regulation but man- 
agement, control, dictation — it 
amounts to the deprivation of the 
fundamental right which one has 
to conduct his own affairs honestly, 
and along customary lines. (What 
is the definition of honesty? ) 

“The adoption of any ‘concept 
of jurisprudence’ which permits 
facile disregard of the Constitution 
as long interpreted and respected 
will inevitably lead to its destruc- 
tion.” (Other countries manage to 
get along pretty well even without 
our Constitution. Is it change- 
less? ) 


At last we see daylight. It is even 
on record that General Johnson him- 
self has stated that, in the nature of 
the case, to stabilize business there 
must be price fixing. What he means 
is that it must be price fixing with the 
consent and approval of the govern- 
ment on the prices fixed. 

Our conversations with merchants 
indicate that their ideas are very hazy 
indeed in regard to the difference be- 
tween “price fixing” and “open 
prices.” These two systems of mak- 
ing prices are just as far apart as the 
north and south poles. Price fixing, 
in the evil sense, as it has been op- 
posed by the government, is where a 
number of manufacturers, jobbers or 
others in an industry get together 
clandestinely in a hotel room and 
there, without any records, secretaries 
or other formalities, deliberately fix 
prices among themselves. This is 
secret price fixing. Such price fixing 
has always been opposed by the gov- 
ernment, it is against the law, and it 
should be. But there is a vast differ- 
ence between price fixing secretly and 
price fixing in collaboration with the 
government, with the government be- 
ing supplied with all the facts and 
figures as the basis of the prices. 

A very well-known and respected 
manufacturer in the hardware line 
called on us recently, and we wish to 
acknowledge that the following part 

(Continued on page 118) 
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HARDWARE 


CURIOSITIES 


By ROBERT PILGRIM 
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BRAZ/L NUTS ARE USED 
AS CANDLES BY 
NATIVES IN 

SOUTH AMERICA — 











THE FIRGT DOOR 
KNOCKERS WERE 
USED, IN ANCIENT 
GREECE... BUT 

THEY WERE USED 


TO WAKE UP THE 
DOOR KEEPER 3 
OF THE HOUSE, WHO 


OFTEN WENT TO SLEEP 
ON THE JOB — i 
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BASKETS ARE USED FOR BOATSG—ON THE TIGRIS AND 
EUPHRATES RIVERS-THE LARGE ROUND BASKETS ARE 
LINED WITH PITCH,AND HOLD SEVERAL PASSENGERS 
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WHICH WAS USED BY ONE OF THE EARLY PIONEERS 
IN CALIFORNIA—IS ON EXHIBITION AT THE PONY 
EXPRESS MUSEUM IN PASADENA 
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— that modern idea — 











Edgar E. Brown of Tully 
N. Y.(700 population) is 
enjoying women’s trade 
after 23 years running 
a strictly mans store— 
EDGAR E. BROWN but holds the men's trade 
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Youre Out of Step 
Modern Trends 


the story of a man who 
to do something about it 


f°: twenty-three years Edgar E. 
Brown has been building up a 
good hardware and farm im- 
plement business in the small town 
of Tully, N. Y. Any dealer who 
knew the potential market in that 
small community of 700, and realized 
the terrific competition from large 
cities only a few miles away, would 
concede that Brown has done well 
indeed. Placed in his position, most 
dealers would counsel “staying put” 
until things change. 

But Brown isn’t staying put; he’s 
changing things himself. He has al- 
tered the appearance of his store, 
given it a new character, struck out 
along new lines and has mapped new 


sales plans. Why did he do it, and 


The new store—ready for a demonstration 
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In this small village store a complete change has taken place. 
Brown has made it a store where women like to trade. Other 
photos show the inside, old and new. 


what does he expect to accomplish? 
Brown has two objectives: To hold 
the business he has so laboriously 
built up; to increase his business in 
the future. But why, of all times, did 
he undertake drastic moves now, 
when anyone with a business holding 
its own as well as his would have cau- 
tioned “sit tight.” He explains: 
“Our business is almost entirely 
with farmers and residents of small 
communities. Year after year, we 
have met their needs, without much 
change. I have come to realize that 
in the past few ‘years their ideas, 
their needs, their buying habits and 
their outlook have changed greatly. 
I'am convinced that I have got to 
change with them, be ready to serve 


meeting 





them with the old lines as I have al- 
ways done, but have a new setting, 
new merchandise and new methods to 
meet their modern trends. 

“Up until this year I rarely sold 
an article to a woman. Yet news- 
papers, radios, magazines and dozens 
of other influences have educated the 
women of this farming community to 
new ideas and new wants that come 
in the hardware field. Where were 
the women buying their household 
appliances—washers, toasters, irons 
and ranges? Why wasn’t the farmer 
family thinking of me in terms of 
radio and ranges as well as harnesses 
and hayloaders?” 

That’s why people started asking, 
What is going on at Brown’s? Dust 
flew, counters, shelves and display 
cases that were as familiar as Brown 
himsélf, bounced out into the yard. 
Peering through the front window, 
they saw that Brown was literally 
turning his place inside out, creat- 
ing a new store, within the walls of 
the old. 

Incidentally, if he gained nothing 
else, Brown was getting himself 
talked about. Previously, his store 
was simply one of the few clustered 
around the corners. Now he is com- 
munity news; he is being redis- 
covered. 

But Brown was following a more 
far-reaching plan. He secured the 
advice of factory representatives, 
talked with display men, studied 
other stores. Every cent spent on the 
rejuvenation had to earn its way. 
There had been no sudden windfall: 
no Uncle Bim. Brown was shooting 
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precious ammunition because he ex- 
pected to bring down bigger game. 

The dingy plaster walls were 
covered with cheerfully-colored com- 
position board, making the store 
seem far roomier and lighter. Open 
cases and shelves along the walls 
supplanted cumbersome counters and 
piles of miscellany in the center of 
the store. A new hardwood floor 
was laid. Stocks that had been 
simply stored were put to work sell- 
ing themselves from modern display 
cases, 

Brown had always been careful 
about his window displays, but now 
he wanted his windows to advertise 
not only merchandise but to signal 
the changed character of the store. 
He installed inexpensive but well- 
designed window reflectors that flood- 
light the merchandise and make his 
store the brightest spot in the vil- 
lage. The ceiling lights were changed 
to indirect lighting that now shows 
off merchandise once hidden in 
shadows. 


In Step With New Ideas 


In doing all this, Brown was bring- 
ing his store in step with the new 
ideas and demands of his old cus- 
tomers and preparing to go after 
new customers in a new field—-home 
appliances. Now he had the right 
setting, a store where the farmer’s 
wife would want to come, a store 
“like the ones in the city,” plus the 
advantage of his long established 
location and his personal merchan- 
dising. 

Brown placed his new home ap- 
pliance department right at the front 
of the store, giving it about a third 
of the entire store space. He made it 
as complete as his capital and local 
conditions would permit—refrigera- 
tors, washers, ranges and radios on 
the floor; toasters, percolators, irons 
and other small appliances on the 
shelves. This colorful, uncrowded 
and orderly display was a striking 
change from the hills of merchandise 
and the old office that once occupied 
the space. 

Now, how was he to make the 
women of the district realize that his 
store was the headquarters for home 
appliances? It was a problem that 
might have made all his previous ef- 
fort useless. For twenty-three years 
the women had thought of Browns 
(if they thought of it at all) as a 
man’s store. 
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Brown visited the sales promotion 
department of the gas and electric 
company in the nearby city. The 
company did no actual merchandis- 
ing and was eager to help the dealer. 
He arranged to have one of their 
home service experts come to his store 
to give a class in home-making, two 
evenings each month. 

Invitations were sent out; Brown 
eagerly awaited the neighborhood’s 
reaction to this venture. It clicked. 
Seventy women enrolled for the first 
class. It became more than a mer- 
chandising stunt. In that small com- 
munity it was a social occasion, an 
opportunity for the women to get 
together and talk about subjects 
closest to their interests. 


Proper Presentation Is Not 
Lost on Villagers 


The classes carefully avoid obvious 
or direct advertising. The material 
and the presentation are first class, 
a subtle gesture not lost on the vil- 
lage women. Cooking, home decora- 
tion, new uses for electric appliances, 
the care of appliances and other 
genuinely helpful information are 
covered in a thoroughly interesting 
and informal way. The women are 
keen about it, they get many new 
ideas, and they have discovered that 
Mr. Brown is in the home appliance 
business. 

In two months he has overcome 
the initial handicgp of nearly a quar- 
ter century of merchandising ex- 
clusively to men. Now he has more 
women in his store in a week than 
he had in a year previously. The 
women in that class are giving him 
a word of mouth advertising that is 
reaching to every corner of his ter- 
ritory. The men customers are ask- 
ing to look at appliances their wives 
have spoken about! 

All of which has launched Brown 
off to a fine start in his own “new 
deal.” What he expects to do, why 
he has such confidence in the future, 
is reflected in the background and ex- 
perience of this small town merchant 
who had foresight enough to see that 
even a good business may be in a 
rut. 

To apply Brown’s action to other 
cases, it is necessary to realize that 
Tully is only fourteen miles of paved 
road from a city of 225,000 people. 
Fifteen miles in the other direction 
is a city of 20,000. Nearby are sev- 


eral large villages. At times, it must 


seem to Brown that the street outside 
his store is crowded with rival hard- 
ware and appliance salesmen. I! 
wasn’t lack of competition that em- 
boldened him to take a chance. Yet 
he honestly considers the large-city 
competition as one of his lesser wor- 
ries. He tells you why: 

“Several days ago a good customer 
of mine came in here to look at a 
large farm machine. It meant an 
important investment to him. After 
looking at it, he told me he could get 
the same machine for ten dollars less 
at a city dealer. I knew he could, 
and admitted it. 

“ ‘Look here,’ I said, ‘I know that 
ten dollars means a lot to you. There 
will be no hard feelings if you buy 
it elsewhere. Good as that machine 
is, someday it will need servicing. 
We charge you more because it is 
our policy to set a fair margin of 
profit that will enable us to give 
every. customer complete and im- 
mediate service’.” 

The farmer bought that machine, 
and for that same reason farmers 
have been buying from him for over 
two decades. Here you have a small 
town dealer, faced with devastating 
competition, selling up instead of 
down, selling the idea of service in- 
stead of cheapness, putting his per- 
sonality and integrity into every sale. 
The first month Brown began busi- 
ness he sold a farmer on that basis. 
This year he is selling that farmer’s 
three sons all their equipment. 


Service More Than Price 


Brown is going to keep right on 
selling that way in the field of home 
appliances, because he knows his 
people and he knows it is the only 
way. Competition, price cutting, 
come what may, he won’t budge. 

Brown got into the hardware busi- 
ness when he joined his uncle in sell- 
ing wagons, carriages and harness to 
the farmers in the Tully Valley. On 
those long, cross-country treks with 
a string of wagons and carriages 
that had to be sold before they re- 
turned, he learned that service can 
mean more than price to the farmer. 
He learned the fundamentals of sell- 
ing; learned to talk his customers’ 
language. 

As the small firm accumulated a 
little capital, it branched into new 
lines. It was a struggle to find 
capital, to establish a back-log of 

(Continued on page 102) 
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ROM an advertisement of Will- 
| ee Service System, Inc., we 
- learn that 53 per cent of the 
nation’s salespeople fail to suggest 
additional merchandise in the same 
department; 84 per cent fail to show 
additional merchandise in the same 
department and that 98 per cent fail 
to suggest additional merchandise in 
other departments. This is a serious 
indictment on retail selling, and is 
based, say Willmark’s, on a nation- 
wide survey in all kinds of retail 
stores. The emphasis on the “same 
or other department” suggests that a 
major part of this study was con- 
ducted in department, chain and mail 
order stores, whom we have been told 
are such marvelous, scientific mer- 
chandisers. If these figures are a fair 
sample, the hardware trade can cer- 
tainly outsell all comers. Getting the 
extra sale is vital to retail profits. 
The basic problem is ‘to get people 
into stores—then to sell them more 
than they came in to buy. 
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Insurance men are articulate. They 
won't listen quietly to any criticism 
of their craft. A few weeks ago I 
protested against a practice I consider 
improper and annoying. It is, getting 
into my office to sell insurance on a 
false basis. The usual technique is 
to give the name of one of my friends. 
I ask him in. (All this on the tele- 
phone.) In comes a stranger. He 
tells me my friend has sent him. We 
spar about for some time and, finally, 
he begins to frighten me with the old 
“widow and orphans” story. He 
wants to see my existing insurance, 
tells me it is probably ineffective, the 
wrong kind, etc. No matter what 
kind I have, it is the wrong kind. He 
will study it and recommend changes. 
What he means is, if I cancel the 
insurance I have and take a new pol- 
icy with him, he will get a commis- 
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| Just Among Ourselves 


By CHARLES J. HEALE 


Editor, Hardware Age 


sion. If all this fails to melt my 
resistance, he withdraws but asks for 
a list of my most intimate friends, so 
he can call on them “at my sugges- 
tion.” I still think this is wrong, 
poor salesmanship and a nuisance. 


— HA — 


TROM eight different cities, eight 

insurance men representing as 
many companies have written me in 
protest. Two sent copies of Bruce 
Barton’s “What I Have Learned 
About Life Insurance.” All give me 
an argument in favor of life insur- 
ance but none make any answer to 
the cause of my complaint—the false 
pretenses under which insurance men 
gain entrance to my office. No sane 
man is opposed to life insurance and 
no business man objects to fair sales 
efforts. I am strong for both. I am 
loaded with insurance and will ac- 
quire more as soon as possible, but 
not from anyone who comes in under 
false colors. Some of these letter 
writers are most eloquent in defense 
of their profession. For this, I salute 
them and send up a prayer that all 
hardware men fight just as hard for 
the honor of the hardware craft, if 
need be. But these insurance defend- 
ers have missed the point. Insurance 
is not on trial. It is an established, 
intelligent, investment and protection 
and has saved many a family and 
business from misery. But improper 
sales methods for a proper service 
are wrong. To that I stick. 


—— Hi — 


College students spend an average 
of $30 per year for new textbooks. 
If bought second-hand the cost is 
$22.50. At the end of the term new 
books can be sold by the student for 
$15 and second-hand books for $10. 





Therefore, the student with new text- 
books has thus invested $15 per year 
and the one with second-hand books 
has spent $12.50. So much for text- 
books. The same student’s average 
expense during 36 weeks of the col- 
lege year for cigarettes is from $25.20 
to $37.80; for candy, gum, peanuts, 
soft drinks, etc., from $25.20 to 
$31.86; for fraternity rings and pins 
from $18 to $45; fraternity dues from 
$15 to $25 and for movies, prom, 
girls, athletic tickets, etc., from 
$35.10 to $60. On these non-resale 
items the money is gone and ap- 
parently the non-educational costs of 
a college education is a large item 
of expense. These figures are taken 
from a recent study by the National 
Association of Teachers of Marketing 
and Advertising. 
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HERE appears to be sharp com- 

petition for the country’s coffee 
business. One firm has dated coffee. 
Another claims “only good coffee is 
the coffee ground under your nose in 
the store or in your kitchen.” Both 
firms are large, use plenty of radio 
advertising time and have a good fol- 
lowing. The latter company seems 
to have made important gains in re- 
cent weeks. The résult, as reported 
by a manufacturer of commercial and 
household coffee grinders, is greatly 
increased demand for his product. 
Here is a grand opportunity for hard- 
ware dealers to cash in on this coffee 
fight. Feature coffee grinders, coffee 
pots and percolators and coffee sets 
in your window and advertising. 
From the hardware standpoint, the 
firm calling for home-ground coffee 
is helping to sell grinders and the 
dated can variety doesn’t even require 
a can opener. We hope the fresh- 
ground proponent continues to make 


headway. 
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ware stores account for from 14 

to 15 per cent of all electrical 
appliance sales. Whether or not this 
is a conservative figure, the fact. re- 
mains that appliances are growing 
by leaps and bounds in their im- 
portance to the average hardware 
dealer. 

By very virtue of his prestige, lo- 
cation and following, he is admirably 
fitted to handle them. This is par- 
ticularly true, inasmuch as it has 
now been proven that most appli- 
ances are far better adapted for sale 
in an established store than they 
are to a specialty business devoted 
solely to them. 

But in accepting this opportunity, 
the dealer must realize that, in gen- 
eral, out-of-the-store selling plays 
an all-important part in promoting 
these lines. And this statement 
“goes” regardless of the attractive- 
ness of his store or the efficiency of 
its inside sales force. 

Granted that outside selling has 
been done to death during the past 
year or two. Granted that doorbell 
ringers are in bad repute in many 
localities. Yet we must not overlook 
the fact that this tremendous in- 
crease in outside activity has led 
many people to do more of their 
shopping at home. And investiga- 
tion will supply convincing proof 
that, almost without exception, the 
failures in outside selling have been 
the result of rank managerial in- 
competence. 

There is still good business to be 
done in selling appliances in the 
home. Many are getting it. And 
now the question before the aggres- 
sive hardware dealer is how to gear 
his selling to the times in this re- 
spect—how to adopt outside methods 
which, instead of injuring his com- 
munity prestige, will merely enable 
him to take full advantage of it. 

At the outset, there are three things 
the dealer should bear in mind: 


(1) He should not go in for 
outside selling until he is both 
ready and willing to give it the 


[: has been estimated that hard- 
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time and attention it demands; 

(2) He must recognize that 
worthwhile success demands a 
proposition under which good 
men can earn a living wage; 
and 

(3) He must face the fact that 
the surest way to invite quick 
and drastic failure is to send 
out men willy-nilly on the as- 
sumption that they cost him 
nothing until they produce. 


First of all, comes the system un- 
der which the men will work. 

In the writer’s opinion, there are 
two methods best fitted to the average 
hardware store. The first involves 
hiring more store salesmen and then 
having each man spend half of his 
time in the field, following up store 
leads and obtaining new leads from 
old customers. The second involves 
employment of a small force of, say, 
three or four high-grade men on a 
drawing account basis, directing 
their activities closely and _ then 
going into the field with them where 
necessary to assist in interviewing 
their best prospects and helping them 
close sales. 


Assured of Better Men 


Thus the dealer is insured against 
high-pressure tactics and misrepre- 
sentation. He is assured of obtain- 
ing better than average men. And, 
under either plan, it will be far less 
difficult to train them in store policies 
and a knowledge of the merchandise. 

Cold turkey canvass on an exten- 
sive scale by men who are paid 
straight commissions should be dis- 
tinctly taboo—that is unless the 
dealer is a past master in the art of 
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handling large outside crews and is 
in a position to devote most of his 
time to the work. 

Outside selling of this sort on an 
extensive scale is a business in itself. 
It requires many things in the way 
of supervision, co-operation, train- 
ing, and the like which the aver- 
age store is hardly fitted to give— 
and which it does not require in 
taking advantage of its opportunities 
in carrying its selling to the con- 
sumer’s doorstep. 

Large and powerful outside selling 
organizations will undoubtedly get 
business that the dealer will miss. 
But, similarly, the dealer who adopts 
a sound, modified version of the out- 
side sales plan, will make many sales 
that the big organization cannot 


It is both possible and necessary 
to meet outside selling competition 
—especially on Electrical Appliances 
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touch. The dealer's prestige will 
carry him through the initial stages 
of many a sale whereas the strange 
representative will only find a door 
closed in his face. 

The selection of men for outside 
sales work is highly important. Now- 
adays, classified newspaper adver- 
tisements are usually an _ unsatis- 
factory medium for obtaining men. 
They bring drifters, high-pressure 
artists and unemployed men who re- 
gard outside selling merely as a 
temporary expedient to tide them 
over a bad spell. Where big or- 
ganizations must, of necessity, use 
the newspapers, the dealer will find 
it readily possible to proceed along 
sounder lines. 


Employees’ 
Recommendations 


Very often he can get good men 
through the recommendation of his 
present employees. They will be 
likely to suggest only those who are 
really interested in a permanent con- 
nection. Moreover, the employee’s 
enthusiasm should do much to en- 
thuse their friends over the possibili- 
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ties of working for the company. 
Better than average men can also 
very often be obtained through lodge 
secretaries and even employment 
agencies. In general, men obtained 
through these sources have no pre- 
conceived ideas about outside selling 
being a “racket” and will approach 
a sound proposition with a sound. 
unbiased attitude. 


Remuneration 


If a dealer wants worthwhile men. 
he will find it necessary to pay them 
a small salary—or, at least, a draw- 
ing account against commissions. 
This convinces them that he has faith 
in his own proposition. Also, it 
eases their minds over the initial 
period while they are learning the 
work and building up a prospect list 
preparatory to future sales. 

Ten per cent is the usual commis- 
sion on sales. Yet, if outside selling 
is enabling the dealer to get busi- 
ness that he would not land other- 
wise, he should not object to an even 
higher sales expense if necessary. As 
previously stated, the important thing 
is that efficient salesmen be able to 


Photo by the Author 


make a fair living. Strange as it may 
seem, it has been the writer’s experi- 
ence to find that dealers have very 
often objected to seeing a salesman 
make “too much money.” 

Outside selling is a tough job at 
best and, unemployment conditions 
notwithstanding, good men _ are 
scarce. They should receive every 
encouragement when found. Spe- 
cialty concerns handling appliances 
through large outside crews pay as 
high as 35 per cent commissions 
and find that the big money-makers 
are their best possible advertise- 
ments in drawing new men to them. 
Such high commissions are not in 
the least necessary on the part of the 
hardware dealer for the simple rea- 
son that his reputation and standing 
in the community make the work 
of selling so much easier than it is 
for the unknown specialty concern. 
At the same time, he must not over- 
look his responsibility in helping his 
men produce fair returns for them- 
selves as well as for the store. 

This also entails personal co- 
operation on his part. Either the 


(Continued on page 94) 
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By SAMUEL DEL VECCHIO 


Peoples Hardware Stores, Washington, D. C. 


ALESMEN came in at all hours 
of the day to sell me something. 
I studied interview-time-con- 
sumption and was amazed at the fig- 
ures. I found, for instance, that | 
had made more than fifty interviews 
a week, with a time consumption of 
over 36 hours, or the equivalent of 
more than four days of eight hours 
each, which left me less than three 
days a week to attend to my own af- 
fairs. 

I was spending too much time away 
from my actual job. As general man- 
ager I was also buyer. I would have 
to regulate my interview time to bet- 
ter advantage or I would not have 
much time to give to the problems of 
management. So I firmly decided that 
I must eliminate this condition from 
my ordinary business routine, or it 
would swamp me and leave little time 
for other important matters. 

A salesman might drop in at al- 
most any hour of the day and expect 
to find me here. At that time I might 
be in the midst of an important mat- 
ter that I wished to finish, or at least 
I did not want to be interrupted. Yet 
the switchboard operator would in- 
form me that Mr. Jones of the Extra 
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Supply Company was waiting to see 
me. And it is my policy to see sales- 
men if I am in. 

But the practice of dropping in 
any old time was annoying. I must 
control interviews or they would con- 
trol me. If I could do that the time 
required for the transaction of ordi- 
nary business routine would be bet- 
ter conserved. And that is why I 
inaugurated a regular system for han- 
dling interviews. 

Controlling the interview time ele- 
ment is essential. | want the salesmen 
to get down to brass tacks, without 
going into a lot of unnecessary detail, 
or beating around the bush in arriv- 
ing at the point. Too many salesmen 
go through a routine conversation in 
presenting their proposition. 

And if they have to cool their heels 
in the outer office and see other sales- 
men waiting, they are more apt to 
get down to cases and cut out a lot 
of loose rambling sales talk when 
their turn comes. They react to the 
idea without my having to tell them 
in so many words. 

A great many salesmen still think 


Salesmen 
Always 
Welcome 


Between the 
hours of 
10 am—l pm. 


they have to tell me a funny story to 
put me in good humor, or to place 
my mind in a more receptive mood, 
so I will be more favorably inclined 
to listen to what they have to say. 
But I want their sales talk direct from 
the sample case to the point. I haven't 
lime to listen to extraneous conversa- 
tion, or political or economic topics, 
no matter how interesting they may 
be. I am only interested in our busi- 
ness, and I want them to talk about 
what they can do to help me make 
that business pay profits. 

A salesman who has a proposi- 
tion to sell which will help me in- 
crease business or do a better selling 
job, or make a better window trim, 
or do a job more economically, or 
who has something which we can sell 
at a nice profit, will have a much 
better chance to sell me if he cites 
specific instances right off the bat, of 
what some other hardware merchants 
accomplished with his idea or mer- 
chandise, giving me concrete exam- 
ples, instead of talking his proposi- 
tion in a round-about way and finally 
getting down to cases. 

Thus he conserves my time as well 
as his own. If he starts off in that way 
and continues, he nearly always has 
my undivided attention, suffers few 
interruptions, and dominates the in- 
terview as he should. And I am more 
apt to buy. 

I never tell a salesman at the be- 
ginning of the interview that he is 
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wasting his time talking to me, be- 
cause his proposition does not inter- 
est us in any way, nor do I give him 
a constant string of NO’S and inform 
him that I am not in the least in- 
terested. 

Frequently we may feel like telling 
a salesman that he is wasting his time 
and ours by talking about his propo- 
sition, but I never tell him so. He 
gets 15 minutes (if he has to take it), 
because you never know when a sales- 
man may have something up his 
sleeve which will mean real money 
in your pocket, regardless of whether 
you buy anything or not. You are 
learning something. And the only 
way to learn is to listen. 

Of course, you have to systematize 
this end of your business and iron 
out the loose ends, just as much as 
any other part of your daily routine. 

We like to listen to salesmen for 
another and more selfish reason. We 
have to stick to our business. We 
cannot travel around the country in 
search of ideas and see what other 
hardware merchants are doing. We 
can learn this from the trade papers 
but we can also learn much from 
listening to salesmen, many of whose 
ideas never get into print. 

And since we spend most of our 
time contacting store managers, or 
in the office on routine, we know very 
little of what is really going on in 
the outside world or in other cities, 
and we want to know that. There is 
one way of finding out and that is 
through listening to well informed 
observant salesmen. 


Salesman an Economic 
Factor 


I realize that the salesman is an 
economic factor in the transaction of 
business, and that extra profits can 
be made by interviewing them, if they 
are handled in the right way. 

And the best thing you get out of 
an interview, which compensates you 
for your time, is to pump salesmen 
for ideas that they have picked up 
from talking with other hardware 
merchants, or from observation. What 
are they doing to make money? What 
sales promotion methods have they 
used which have proved out? 

However, all this does not mean 
that you cannot limit the salesman 
in time. If you hold him down to a 
statement of his proposition you can 
interview far more salesmen, than if 
you let them go about it in their own 
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peculiar way. Thus rambling sales 
talks are largely eliminated and sales- 
men automatically stick to their knit- 
ting in their sales presentation. 

I like to listen to salesmen because 
I think I can get some ideas from 
them, or that I may be able to buy 
something which will really help us 
in our business. 

We never turn down a salesman 
simply because he does not come 
around between the hours of ten and 
one. But we ask that on his next call, 
it would be appreciated if he would 
please conform to hours. 


Give Salesmen a Fair 
Hearing 


My buying hours are between 10 
a.m. and 1 p.m., and I make it a 
point to be here, because even if I 
do not buy a salesman’s product, I 
like to let them show me what 
they have, and in that way I always 
learn about new merchandise coming 
out and competitive prices, and keep 
up with the market. 

This system applies to out-of-town 
salesmen only. If they are local in- 
town salesmen they know they can 
see me on their regular visiting days 
—Monday, Tuesday and Friday. But 
the out-of-town man cannot pick out 
any particular day and hour, and 
that is why if I am here, when a 
strange salesman calls, I make it a 
point to tell him I am always here 
in my office from ten to one, and they 
can arrange their schedule accord- 
ingly. 

In order to keep a salesman in line 
and get a bird’s-eye view of what they 
have to sell, I have introduced a little 
card system that I use to get a line 
on them. And every salesman as he 
comes up the steps, leading to the 
main office, almost immediately sees 
a printed sign on the wall at the head 
of the stairs which reads: 


TO SALESMEN 


If the buyer is not busy—walk in; 
If the buyer is busy, fill out one of the 
cards in the rack and drop it in the let- 





ter slot on the route to the buyer’s of- 
fice; 

You will then wait in the salesmen’s 
room until your proper turn comes. 


When a salesman comes in the girl 
has him fill out a card with his name 
and the firm he represents, and the 
products he has to sell, which is made 
out on the typewriter and simply 
reads: 


Your name: 
Your firm: 
Address: 


Line of merchandise: 


Since not many of these cards are 
required, they are not printed, but 
simply run off on our duplicating 
machine. 

The salesman fills that in and if 
I am busy with another salesman, he 
puts it in the letter slot in my door, 
and I can pick up the card while | 
am interviewing another salesman, 
glance at it, and know how many are 
waiting outside to see me, so I can 
gauge my time better with the man in 
my office. At the same time I also 
know what each salesman waiting has 
to sell, or who he is. Some days I 
may have from eight to ten salesmen 
waiting for me, and unless I had that 
system I would be swamped. 

In that way, if it is one of the sales- 
men I buy from regularly, by the time 
he gets to me I will know whether 
I want to give him an order, or if I 
have an order I want to give him I 
can direct it be made ready for him 
before I see him and then go over it 
finally, thus saving his time and my 
own as well, by interrupting the sales- 
man I am interviewing long enough 
to start the office girl or some one else 
handling-the details. 

These cards are all numbered seri- 
ally, and each salesman knows when 
his turn comes. I can also arrange 
them in order as they are dropped 
in at my desk and know just how 
many are waiting. At the same time, 
being numbered consecutively, I 
know just how many interviews I 
can make each week or month. 


Here is the story of a man who has 
devised a way to conserve his own 
time and that of salesmen who call on 
him—while giving each man a hearing 
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Railey-Milam, Miami, Fla. 


Hardware Ages Window Display | : 
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HE outdoor season is moving 

rapidly up from the south. Al- 

ready, Robert Gatliff, display 
man for Railey-Milam Hardware Co., 
Miami, Fla., has used the window 
display presented on the opposite 
page. Mr. Gatliff is a frequent con- 
tributor of photographs of high-grade 
windows to HARDWARE AGE. He is 
adept at adapting dealer helps, such 
as that used in the background of 
this window, and adding other fea- 
tures to make an outstanding and 
different window trim. Fishing tackle 
and supplies certainly take on a new 
appeal when presented in this fash- 
ion. No doubt about it, people will 
talk about such a display, and when 
they do, your window is doing its 
full duty in advertising your mer- 
chandise. 

But we must not lose sight of the 
man who takes his spare time up 
with repairing, renovating and gar- 
dening, so our artist-display man has 
given us two windows that appeal to 
the home-loving man. With the aid 
of the HarpwareE AGE interchange- 
able display fixtures, instruction 
sheets for building which are avail- 
able from the window display editor, 
these windows are quickly and eco- 
nomically installed. During the 
spring season, colors green, blue 
and white are a combination agree- 
able to the season. They have a cer- 
tain freshness and cleanness associ- 
ated with the spring season. The 
panel, “Help ’Em Grow, ete.”, might 
be done in dark green letters on a 
yellow background. The packaged 
seed will lend a further note of color. 
The central floor plateau might well 
be covered with artificial grass to 
add attractiveness. 

If you are using the screen win- 
dow at the same time, the same color 
scheme will work well. Naturally 
the green screens will be best relieved 
by a set of yellow tickets and back- 
ground of yellow with dark green 
lettering. 

Spotlessly clean window glass and 
side walls will be a positive require- 
ment in these spring goods displays. 
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This arrangement of Hardware Age 
interchangeable fixtures used in the 
window above 
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Decent Wage Standards 


Editor’s Note—This is the complete 
text of the report of the Distribution 
and Service Trades Committee to 
NRA Administrator Hugh S. John- 
son, March 23, 1934. It parallels the 
12-point NRA program announced 
by the Administrator for the guid- 
ance of the recent NRA mass con- 
ference in Washington, D. C., as re- 
ported in the last two issues of Harp- 
waRE Ace. At the close of that 
conference, this committee was ap- 
pointed to weigh the evidence 
presented by industry, labor, ete. 
The retail hardware interests were 
represented by Rivers Peterson, edi- 
tor, Hardware Retailer, chairman of 
the National Retail Code Authority 
and chairman of this committee. C. J. 
Whipple, president, Hibbard Spen- 
cer, Bartlett & Co., and the National 
Wholesale Hardware Association, 
represented the hardware _ whole- 
salers. Since the submission of this 
report, Dr. Paul Nystrom, vice-chair- 
man of the National Retail Code 
Authority, has violently opposed the 
open-price approval in the report. 
He represents directly limited price 
chain stores such as Kresge, Wool- 
worth, etc. His objections are ap- 
parently approved by the National 
Retail Dry Goods Association, also 
which represents department store 
interests. 


1. A more uniform and 
equitable rule of national 
price stabilization in those 
cases where it is necessary 
to maintain wages at a 
decent standard against the 
certain results of predatory 
and cut-throat competition, 
and further insurance 
against increase in prices 
faster and further than in- 
crease in purchasing power. 
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Says NRA Distribution Committee 





Favors Voluntary Wage and Hour Changes, North-South 
Differentials, Further Protective Measures for Small Busi- 
nesses, Improved Code Compliance Status and Better System 
for Financing Code Administration, Opposes Presidential 
Exemption to Small Stores in Towns of Less Than 2500 


Population 


HE open price principle offers 

protection to groups of manufac- 

turers within an industry against 
cut-throat competition, and to that ex- 
tent offers a certain measure of assur- 
ance of maintaining a fair average wage 
level. It also tends to protect smaller 
producers and distributors by making it 
impossible for mass buyers to force un- 
justifiable price concessions, which 
would be less than cost as determined 
by Code provisions, and thus require a 
higher average price to smaller purchas- 
ers to compensate for such loss. » 

For the protection of both consumers 
and distributors, manufacturers operat- 
ing under open price provisions should 
be required to file prices on all com- 
modities they produce. 

Prices should be filed with NRA as 
well as with Code Authorities. The 
Division Administrator with whom such 
prices are filed should be charged with 
making periodical reports to the Ad- 
ministrator as to (a) the uniformity 
of prices so filed; (b) the extent of 
price advances made. Such report of 
price advances should be based upon 
the prices existing at the time the open 
price provision is approved. 

Two methods of price filing appear 
to be in use: (a) filing of a minimum 
price below which the manufacturer 
cannot sell; (b) filing of prices for 
various classifications of customers, 
based generally upon functional per- 
formance. Where the latter method is 
followed, it is suggested that prices 
should also be filed on the basis of 
quantity differentials. 

Such quantity differentials, however, 
should not be permitted to exceed the 
economic savings affected by such pur- 
chases and should be small enough to 
curb monopolistic tendencies. 

Price adjustments resulting from the 
elimination of predatory and cut-throat 


competition or because of increased 
costs of labor and materials, or by taxes 
or other costs directly imposed by sta- 
tute, are fully justified. However, all 
substantial price increases filed should 
be accompanied by a disclosure of the 
reasons therefor. 

The Administrator should require 
members of industries making price ad- 
vances under Open Price Provisions to 
produce cost records where it appears 
that unwarranted price advances have 
been made. 

Prices filed under any open price 
plans should be open to the inspection 
of any interested party. 


2. A more effective rule on 
costs for the purpose of main- 
taining rules against sales 
below cost of production. 


No effective rule for the purpose of 
preventing sales below cost can be of 
benefit to the large majority of retail 
and wholesale distributors until there 
is recognition of the principle that base 
prices must be established which will 
approximate the invoice or current mar- 
ket cost of the efficient smaller operator 
and that sales below such established 
bases are treated as unfair competition 
in violation of the respective Codes. 
Nothing in this section shall be con- 
strued to prohibit reasonable and fair 
differentials in purchase prices based 
upon sound economic reasons therefor. 

The object of such a provision is not 
to guarantee a profit to any distributor 
nor to perpetuate the inefficient. The 
Committee recognizes the fact that most 
efforts of this nature are met with the 
objection that they will encourage and 
perpetuate inefficiency and believes it 
advisable to point out that too fre- 
quently the size of a business seems to 
be the gage by which its efficiency is 
estimated. 
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The need for the existence of efficient 
small business establishments is fully 
recognized and has been unquestionably 
demonstrated in the public interest, and 
those entitled to continue in business 
will amply demonstrate their efficiency 
when relieved of the price handicaps 
under which they now labor. 

Many businesses are suffering as the 
result of price differentials allowed 
large distributors which are out of pro- 
portion to actual economies effected 
through quantity purchases. 

Problems of the various branches of 
trade are so different that it is not pos- 
sible to outline a definite rule for deter- 
mining base costs which can be applied 
to all. It is recommended that the prin- 
ciple stated in the first paragraph of 
this section be approved and that Code 
Authorities submit plans in accordance 
with it which will best meet the needs 
of their particular industries. 

Problems of price stabilization in ser- 
vice trades requiring fair and reason- 
able prices are recognized, and price 
study boards under the various service 
trade Code Authorities are recommended 
for the determination of what such fair 
prices should be, all of which shall be 
subject to the approval of the Admin- 
istrator. 


3. Uniformity of wages 
and hourly rates in competi- 
tive industries. 


It is presumed that each industry has 
been allowed to fix reasonable minimum 
wages and maximum hours based upon 
the requirements of the industry, and 
with relation to former practices. It is 
the opinion of the Committee that de- 
parture from this practice would re- 
sult in undue hardships upon business 
in many instances. 

However, if such provisions have re- 
sulted in giving one industry a competi- 
tive advantage over another, there 
should be a joint meeting of the Code 
Authorities of the affected industries 
for the purpose of attempting to reach 
a decision that will eliminate the com- 
petitive handicap. 

Such a method seems much more 
equitable than arbitrary establishment 
of uniform wages and hours, particu- 
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Favoring Open Price Principles 


larly for industries which may be com- 
petitive only in part. 


4. Uniform classification of 
areas for the purpose of 
North-South differentials. 


With respect to the distributive and 
service trades, it is the opinion of the 
Committee that there is definite need 
for continuation of North-South differ- 
entials. 

It is the opinion of the Committee that 
such differentials should be determined 
by the conditions within given industries. 


5. Further reductions in 
hours per week and further 
increase in hourly wages. 


The Committee recognizes that the 
prime purpose for establishing minimum 
wages and maximum hours under Code 
rule is to secure the largest practical 
amount of employment possible, and to 
increase purchasing power. 

While the wages and hours formulae 
adopted in most Codes have produced 
material reemployment, sufficient time 
has not elapsed since the approval of 
the majority of Codes to fully test them 
and further increases in employment 
may be expected. 

It directs particular attention to the 
fact that satisfactory compliance with 
Code provisions has not been accom- 
plished and feels that sufficient time, 
with proper enforcement, should be al- 
lowed to demonstrate whether or not 
the desired objectives can be attained 
under present requirements for hours 
and wages. 

While active enforcement is desired 
and needed, it is fully recognized that 
compliance should be voluntary to a 
large extent. 

The Committee feels that, so far as 
the distributive and service branches 
of industry are concerned, much lack 
of compliance may be traced to the 
fact that anticipated benefits from 
trade practice provisions have not been 
realized. Lack of compliance is also 
due to a deliberate effort of some to 
take advantage of competitors who have 
scrupulously cbserved Code provisions. 
Further reduction in hours and _in- 


Demand Price Stabilization 


crease in wages before effective com- 
pliance is secured will increase the 
present competitive handicap of those 
who are now loyally supporting NRA. 

If, in the opinion of the Administrator, 
the problem of unemployment is so 
acute that it is impossible to permit a 
reasonable testing period, two choices 
as to methods of increasing employ- 
ment may be considered: (a) a blan- 
ket reduction of hours and increase 
in wages such as was accomplished by 
the President's Reemployment Agree- 
ment; (b) individual study by indus- 
tries, distribution and service trades for 
the purpose of arriving at agreements 
with NRA for further reduction in 
hours. 

The Committee earnestly advocates 
use of the second method. It feels that 
any arbitrary edict would be violative 
of the spirit of the partnership arrange- 
ment in which business and Government 
have engaged and that the principle 
of self-government by business would 
be seriously jeopardized. 

It is suggested that the various Divi- 
sion Administrators, in conference with 
the respective Code Authorities, begin 
an immediate study of individual in- 
dustries to determine whether or not 
further employment can be obtained 
in such industries. 

In sich studies existing provisions 
for wages and hours. in relation to those 
in similar industries, the amount of re- 
employment already attained by the 
industry and the factors influencing it, 
the financial ability of the industry to 
assume heavier burdens and the avail- 
ability of trained, expert or the other 
classes of workers such _ industries 
would require should be taken into con- 
sideration. 

Under some Codes, provisions for 
Open Price filing or similar methods 
approved by the Administrator may 
be assumed to place the industries op- 
erating under such provisions in a bet- 
ter position to absorb greater burdens 
than those industries whosg margins for 
profit are not protected by such mea- 
sures. The approval of proposals to pro- 
tect the margins of those in the dis- 
tributive service fields should tend to 

(Continued on page 126) 
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ANNOUNCE PROGRAMS OF 


MANUFACTURERS AND 


SOUTHERN JOBBERS MEETING AT HOT SPRINGS 
—TO MEET AT ARLINGTON HOTEL, APR. 23-26 


With convention headquarters 
at the Arlington Hotel, Hot 
Springs, Ark., the joint 
meeting of the American H_4rd- 
ware Manufacturers’ Association 


and the Southern Hardware Job- 


bers’ Association will be held 
from April 23 to 26. 
The opening session Monday 


evening, April 23, will be ad- 
dressed by F. E. Pharr, president, 
Buhrman-Pharr Co., Texarkana, 
Ark., president of 
Hardware Jobbers’ Assocation, 
and A. P. Van Schaick, American 
Chain Co., 


the Southern 


Bridgeport, Conn., 
president of the American Hard- 
ware Manufacturers’ Association. 
Hon. John Dickinson, Assistant 
Secretary of Commerce, who as- 
sisted in the froming of the Na- 
tional Industrial Recovery Act 
will discuss the NRA program 
and its future. 

Tuesday 
Tucker, president Fones Bros. 
Hardware Co., Little Rock, Ark., 
wholesale distributors, will dis- 


cuss the subject, “Cash Discounts | 


and Terms.” Walter M. Bon- 
ham, president, C. M. McClung 
& Co., Knoxville, Tenn., will talk 
on the topic, “The Hardware 
Wholesaler and the Codes.” The 
final address of that session will 
he delivered by C. J. Whipple, 
president, Hibbard, Spencer, 
Bartlett & Co... Chicago. Hb, 
hardware distributors 
and president of the National 
Wholesale Hardware Association 
on the subject, “The Wholesale 
Code.” A general discussion of 
codes and code problems will 


wholesale 


conclude the session. 

That afternoon the Southern 
Jobbers will hold an open meet- 
ing to which manufacturers are 
particularly invited. It will be 
devoted chiefly to discussion of 
specific codes and merchandising 
plans. Dr. Kenneth Dameron, 
Deputy Administrator, Distribu- 
NRA, will 


codes. 


tive Trades Section, 


discuss the wholes:le 
Walter 
retary, American Iron 
Institute will talk on the steel 
The asphalt roofing code 
and merchandising plan and the 
ammunition code will be taken 
up by speakers to be announced 
at a later date. 
Wednesday 


S. Tower. executive sec- 


code. 
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annual | 


morning, H. H.| 


& Steel | 


morning C. A. | 





e 
Cobb. chief. Cotton Section. 


Agricultural Adjustment Admin- 
istration, and E. B. Gullaher, 
Norwalk, Conn., treasurer, Clover 
Mfg. Co., and editor, Clover Busi- 
ness Service, will address the con- 
Mr. Cobb will tell what 
is being done and what is 
planned for the future to restore 
prosperity to southern farmers. 
The topic “Distribution” will be 
discussed by Mr. Gallaher. 
Neither meet 
Wednesday afternoon. 


| vention. 


association will 


| Charles F. 


Featuring formal addresses of 


presidents Van 
Pharr, each association will hold 
separate business sessions Thurs- 
day morning. 

R. H. Baker, vice-president, 
Fones Bros. Hardware Co., Little 


Schaick and | 


| Rock., Ark., is chairman of the | 


entertainment committee. 
will be an informal reception and 
dancing in the Arlington ball- 


room, Monday evening. Tuesday | 


afternoon the ladies will have a 
bridge luncheon at the Arlington. 
A formal ball will be held Tues- 
day evening. The men’s 
| tournament will be held Wednes- 
day afternoon at which time the 
ladies will have an automobile 
drive with tea at the country 
Wednesday evening a floor 
show and entertainment, followed 
by dincing, will be the program. 

The Old Guard will hold its 
annual meeting and dinner Tues- 
day evening, April 24, at 6 P.M. 


club. 


at the Arlington. 
W. E. Chester, general man- 


| ager of the Arlington, has an- 
nounced that arrangements have 
been made for any unable to find 
head- 


accommodations at the 
quarters hotel to be given rooms 
at the Park Hotel, adjoining the 
Arlington. Both associations are 
desirous of delegate 
lists that 
turned in in order that 


receiving 
have not yet been 
railroad 
| identification certificates may be 


issued and convention 


Delegates 
Springs 


prepared in advance. 
traveling direct to Hot 
will find it convenient to go via 
| St. Louis, Chicago or Memphis. 
from which points through Pull- 
| man service is maintained. 


badges | 


| Further particulars may be ob- | 


tained from T. W. McAllister. 
| 1020 Grant Bldg., Atlanta, Ga.. 
Southern 


secretary, Hardware 


Ther e 


golf | 
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Jobbers’ Association, and from 
Rockwell, secretary, 
American Hardware Manufac- 
turers’ Association, 342 Madison 


Ave., New York City. 


BARTH NOW PRESIDENT 
OF SARGENT & CO. 

P. E. Barth was elected presi- 
dent and general 
Sargent & Co.. New Haven, 
Conn., at the recent annual stock- 


holders’ meeting. Bruce 





P. E. BARTH 


and G. F. Wiepert are vice-presi- 


| dents and Ziegler Sargent is vice- 


Murray 
Others 


president and treasurer. 


Sargent is secretary. 


| 
| 


NUTMEGGERS ANNOUNCE 
“SPORTS NIGHT” PLANS 

At the March 14 meeting of 
The Nutmeggers held at the City 
Club, Hartford, Conn., it was an- 


; nounced that the April 11 meet- 


manager of | 


Fenn | 


| ing to be held at the same place 


would be in the form of a 
“Sports Night.” 

President Harold F. Sullivan. 
A. G. Spalding & Bro. conducted 
the meeting at which four new 
members were admitted. Follow- 


| ing the business session William 
Green, chief of publicity of the 


Department of Motor Vehicles. 


| State of Connecticut, gave an in- 


elected directors are: B. W. Burt- | 


sell, S. H. Fisher, R. J. E. Gra- 
ham, E. R. Sargent, J. D Sargent. 
G. L. Sargent and John Sargent. 

Mr. Barth joined the Sargent 
organization six 
manager of the Chicago office, 
later going to New Haven as di- 
rector and general sales manager. 
Prior to his election as president 
and general manager he was vice- 
president and general manager. 
Starting his hardware career as a 
boy with the Simmons Hardware 
Co., St. Louis, Mo., he continued 
with that organization for twenty- 
five years, occupying various posi- 


years ago as 


tions. Prior to joining the Sar- 
gent company he was general 


sales man:ger of the Western 
Cartridge Co., E. Alton, TIL. Dur- 
ing the World War he 


overseas as captain of infantry. 


ser ved 


STORE DOUBLES SPACE 


The Brown Hardware Co., 63rd 
and Foster Sts., Portland, Ore., 


| has leased the store adjoining, 


| thereby doubling its floor space. 


formal talk on the various func- 
tions of that department. 
WOOSTER BRUSH HOST 
TO EAGLE STORES MEN 

Sixty-five Cleveland, Ohio, 
members of the Eagle Hardware 
Stores were guests recently at 
the plant of The Wooster Brush 
Co., Wooster, Ohio. They spent 
some time in going through the 
plant, watching the different 
manufacturing steps. 

Dinner was served by the 
company to its guests at Char- 
lotte Inn. 


MART HOUSEWARES MEN 
FORM NEW ASSOCIATION 

The “14th Floor Mart Club” 
was recently formed by tenants of 
the Merchandise Mart, Chicago, 
to promote business cooperation 
and good fellowship between ten- 
ants on the fourteenth floor of the 
Mart. M. K. Grey, Wizard, Inc.. 
is president, H. K. Decatur. 
Hemp & Co., is vice-president 


| and J. C. Amis, secretary, Chi- 





Retail Hardware Associa- 
tion, is secretary and treasurer of 
the new club. 

Temporary headquarters of the 
club are located in room 1442 of 
the Mart. 


cago 


COLORADO GROUP SEES 
SALES DEMONSTRATION 

Members of The Hardware 
Dealers’ Protective Association 
of Colorado, meeting recently in 
Denver, Colo., had a demonstra- 
tion on the sales of automatic 
electric irons presented by H. 
Pike, the Coleman Lamp & Stove 
Co., Wichita, Kan. Members of 


the association discussed “spe- 
cials.” 
O. L. Schuman, president of 


the association, presided. 
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AGE—WHILE IT’S NEWS 


THE TRAD 


APRIL 12, 1934 


DRESCHER RESIGNS 
FROM VALENTINE & CO. 


Norman W. Drescher, 
president in charge of sales and 
advertising for Valentine & Co., 
New York City, manufacturers 
of Valspar varnishes, has 


vice- 


re- 





N. W. DRESCHER 


signed that position but has not | 


announced his plans for 


the | 


future. He joined the Valentine | 


organization 23 years ago 
was successively sales promotion 
manager. branch manager, man- 
ager of trade sales and general 
sales manager. 


GARDINER DESIRES 
ADDITIONAL LINES 


H. Gardiner, 
manufacturers 


Lafayette, 
agent, 


Geo. 


sales 


and | 


covering southern Louisana, de- | 
sires additional lines of hard- | 
ware and building materials. Mr. 


| Gardiner is at present represent- | 
ing 


| 
manufacturers of roofing, | 
paints, water-proofing metal lath, 
windows and 


accessories, steel 


fencing. 


TRIPLE MILL SUPPLY 
MEETING IN CINCINNATI 
FROM MAY 21 TO 23 


The triple convention of the 
Southern Supply & Machinery 
Distributors’ Association. Ameri- 
can Supply & Machinery Manu- 


facturers’ Association and Na- 


| tional Supply & Machinery Dis- | 


tributors’ Association will be held 
in Cincinnati, Ohio, May 21, 22 
and 23, with headquarters at The 
Netherland-Plaza Hotel. 

R. Kennedy Hanson, 2010 Clark 
Bldg., Pittsburgh, Pa., 
tary of the American Supply & 
Machinery Manufacturers’ Asso- 
ciation. George A. Fernley, 505 
Arch St., Philadelphia, Pa., i 
secretary of the National Supply 
& Machinery Distributor’s Asso- 
ciation. Alvin M. Smith, 
Smith-Courtney Co., Richmond, 
Va., is secretary of the Southern 
Supply & Machinery Distributor.’ 
Association. 


is secre- 


is 


c/o 


Details as to the program will 
be published in a later issue of | 
Harpware AGE. 





PRESCOTT HEADS WESTCHESTER ASSN.; 
C J. HEALE TALKS ON CODES 


Charles E. Prescott, Crestwood, 


| direction, despite their 


\. Y., was elected president of | 


Westchester County Hard- 

Dealers’ Association on 
Thursday, March 29, the annual 
meeting of that body. The meet- 
ing was held at the Rogers Smith 
Hotel, White Plains, N. Y., with 
about 30 members attending. Mr. 
Prescott has served two years as 
vice-president and succeeds Wm. 


lL. Vetter, New Rochelle, N. Y.. 


the 


ware 


who has headed the organization | 


lor two years. Secretary Geo. V. 
sosley, White Plains, N. Y., and 
lreasurer Samuel L. Riley, Tuck- 
ahoe, N. Y., were reelected. 

\ discussion on retail and 
wholesale codes was led by 
Charles J. Heale, editor of Harp- 
ware Ace, who called NRA and 
the codes a step in the right 
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obvious 
inadequacies to immediately curb 
all vicious and uneconomic busi- 
practices. Mr. Heale ex- 


| 
ness 
the price differentials | 


plained: 
clause in the wholesale code; the 
clerks’ unionization activities in 
New York and other major cities; 
the exemptions permitted on the 
hours schedule during peak peri- | 
and reviewed outstanding 
phases of the recent NRA confer- 
ence for code authority members, 


for 


ods, 


particularly the fight open 
price filing. The speaker said | 
that industry generally consid- 


ered some form of price control | 
essential if even the current code 
hours and wages were to be con- 
tinued and absolutely necessary 
in schedule of shorter 


any new 


hours. 


| Schader, 


Mr. 
about the “new deal” and NRA 
he maintained that there was an | nue, New York City. 











Executive Changes, Meet- 


ings, Current Events in 


the Hardware Trade 





E. R. SANDIFORD ASSUMES BOOSTER PRESIDENCY 


Gallezher Is Speaker 


E. R. Sandiford. Harpwari 
Ace, presided at the March 31 


meeting of the Hardware Boost- 
| ers, held at the Hardware Club, 
New York City, which was at- 
tended by 42 members and guests. 
Mr. Sandiford, who had_ previ- 
ously been vice-president of the 





E. R. SANDIFORD 
Boosters, assumed the office of 
president upon the death of 
President Louis J. Haas. Presi- 


dent Sandiford paid tribute to 
the late president and to Ernest 
who recently passed 
away, and called for moments of 
silence in their memory. 

The speaker of the day, FE. B. 
Gallaher, treasurer, Clover Mfg. 
Co., and editor, Clover Business 
Service, both of Norwalk, Conn., 
pointed out that he devotes most 


of his time to selling as do most 
of the members of the Boosters. 
Urging concentration by manufac- 
turers on fast moving merchan- 
dise to build a profitable volume 


Mr. Gallaher declared that today 


value is more important than 
quality or price. He discussed 
the difference between “order 


akers” and salesmen, and empha 


sized the fact that salesmen must 
be merchandisers. Declaring that 
the “consumer is the hub around 
which everything revolves,” Mr. 
( 
is getting decided 
values. 


rallaher held that the consumer 


ideas as to 


A 


followed 


Asked 


lively discussion 
Gallaher’s address. 





E. B. GALLAHER 
| upward trend before the “new 
| deal” and that people want it 


to succeed but are afraid it will 
not. Mr. Gallaher expressed his 
entire belief in the sincerity of 
the President. 


T. B. HOWELL MEMBER 
OF ECONOMICS BOARD 


Gen. Hugh S. Johnson, Na- 
tional Recovery Administrator. 


recently announced appointment 
of five members of the National 


Retail Trade Economics Board. 
They are: John Burke, New 
York City, chairman: Dr. Ken 
neth Dameron, Ohio State Uni- 


{ versity, secretary and director of 
research; Dr. Paul H. Nystrom. 
| Columbia University; Dr. Walter 
Eddy, director, Good Housekeep- 
ing Institute, New York City, and 
Thomas B, Howell, Richmond. 


Va., secretary, Virginia Retail 
Hardware Association. 
The board will study the eco 


nomic effects and results of the 
various provisions of the code of 


| fair competition for the retail 
trade and report from time to 
| time to the Administrator. The 


board will serve until June 16, 
1935. 
CARLSTEIN HANDLES 
MASTER ELECTRIC FANS 
The Master Electric Co., Day- 
ton, Ohio, manufacturers of 
elecrtic fans have placed the dis- 
| sation of their line for the 


greater metropolitan’ area with 


Martin Carlstein, 261 Fifth Ave- 

















ELECT RUTHENBURG 
SERVEL PRESIDENT 
Axe] Wenner-Gren, chairman of 
the board, Servel, Inc., Evans- 
ville, Ind., has announced the 


election of Louis Ruthenburg, De- | 


troit, Mich., as president of the 
corporation. H. H. Springfield, 
retiring president, continues in 
an advisory capacity. 

Mr. Ruthenburg has been 
prominently identified with the 
refrigeration industry since early 
1929, when he resigned the vice- 
presidency of the General Mo- 
tors Truck Co., to become presi- 
dent of Copeland Products, Inc., 
Mt. Clemens, Mich. 
he was elected chairman of the 
Refrigeration Division of the Na- 
tional Electrical Manufacturers 
Association. Since September, 
1932, he has served as consultant 
to the refrigeration industry and 


has been active in coordinating | 


the industry’s operations with the 
provisions of the National In- 
dustrial Recovery Act. 


NAME STEWART-WARNER 
REFRIGERATOR AGENTS 
Stewart-Warner Corp., Chicago, 

Ill., has named distributors for 

its refrigerators for forty-four 

territories. Among the hardware 
firms appointed as distributors 
are: Bluefield Hardware 

Bluefield, W. Va.; H. D. Taylor 

Co., Buffalo; Geo. Worthington 

Cleveland; Marshall-Wells 

Duluth; Treman, King & 

Co., Ithaca, N. Y.; Joplin Supply 

Co., Joplin, Mo.; House Hasson 
Hardware Co., Inc., Knoxville, 

Tenn.; Stratton & Terstegge Co., 
Louisville, Ky.; Logan - Gregg 
Hardware Co., Pittsburgh, Pa. 

and Morley Bros., Saginaw, Mich. 


Co., 


Co., 
Co., 


SERVEL NAMES AGENT 
FOR NEW ENGLAND AREA 


The Ballou, Johnson & Nichols 
Co., Providence, R. I., wholesale 
hardware distributors, has been 
appointed by Servel Sales, Inc., 
Evansville, Ind., as distributor 
for its line of commercial refrig- 
eration and air-conditioning 
equipment. The newly appointed 
distributor will Rhode 
Island, eastern Connecticut and 
southern Massachusetts. 


cover 


MILLIGAN 52 YEARS IN 
HARDWARE BUSINESS 


In commemoration of the fifty- 
second anniversary of his entry 
into the hardware business T. V. 
Milligan, president The Milligan 
Hardware & Supply Co., E. Liv- 
erpool, Ohio, held a reception on 
the evening of March 5 at the 
company’s headquarters. The 
store was open to guests from 


74 


A year later | 


7.30 to 10 p. m. and a_ buffet 
lunch was served. 

Founded about 1873 as 
Eagle Hardware Store the com- 
pany assumed its present name 
in 1893. Mr. Milligan’s father 
and Frank W. Milligan bought a 
half interest in the business in 
1881 and acquired the remaining 
half interest the next year. 
Frank W. Milligan was active in 
the management of the business 
the first 25 years, until he re- 
moved from the city. He was 
president until 1925. 

T. V. Milligan joined the or- 
ganization in March, 1882. 





LIONEL CORP. HAS 
NEW FRANCHISE PLAN 


Coincident with the opening 
of the New York toy fair Lionel 
Corp., New York City, manufac- 
turers of electric toy trains, 
transformers and boats  an- 








S. CASTAGNOLA 


nounced a new sales policy. The 
new plan embodies a modified 
form of selective distribution. 
S. Castagnola, vice-president 
and general manager of the com- 


pany said of the new 





| granted franchises will be able 
to obtain Lionel 


the | 





In the new branch warehouse 
the company will be in position 
to carry a more complete and 
diversified line of bolts, nuts, 
screws, washers and rivets. 





REVERE ANNOUNCES NEW 
SALES EXECUTIVES 


C. D. Dallas, president, Revere 
Copper & Brass, Inc.; New York 
City, has announced appointment 
of R. H. Binns, Jr., and S. H. 
Wilson, as assistant general sales 
managers, with headquarters in 
the general sales department, 
New York City. Mr. Binns will 
specialize on merchandise sales 
to disrtibutors while Mr. Wilson 
will specialize on sales te in- 
dustrial consumers. 

Mr. Binns was previously man- 
ager of the Pacific Coast sales 
district with offices in San Fran- 
cisco. Previously he was assistant 
sales manager of the Rome Di- 
vision, Rome, N. Y., in charge 
of merchandise sales. Prior to 
that time he was with Williams 
& Co., Pittsburgh, Pa. Mr. 
Wilson was previously assistant 
sales manager of the Michigan 
Division of Revere in Detroit. 


| H. A. SCHANAKER DIRECTS 


policy, | 
| “Only jobbers who have been | 


merchandise | 


| 
from the manufacturer. In turn 
| in charge of sales, Major Appli- 


the jobber will sell only to deal- 
ers capable of doing a thorough 
merchandising job on the line. 
These dealers will be franchised, 
according to the plan, on a con- 
tract participated in by the man- 
ufacturers as well as the jobber. 

“Once the fabric of distribu- 
tion is established on the plane 
we have set, it will be supported 
by advertising and merchandis- 





ing.” Mr. Castagnola also stated 
| that the Lionel line for 1934 


| would show some important re- 
finement in mechanics. 

CAP SCREW & NUT CO. 

TO MOVE WAREHOUSE 

The Cap Screw & Nut Co. of 
America, Inc., New York City, 
has announced that on or about 
May 1 its Newark, N. J., ware- 
house will be moved from 79 
Polk Street. to 32 Green Street. 





RADIO SALES FOR WITTE 


The Witte Hardware Co., 
wholesale distributors in St. 
Louis, ‘Mo., for Atwater Kent 
radios, has appointed H. A. 
Schanaker in charge of radio 
sales. His radio experience in- 
cludes being buyer for radios 


for Scruggs, Vandervoort & Bar- 
ney, sales manager for the Bat- 
tery Exchange and district sales 
manager for the Kenrad Radio 
Tube Corp. 


MAJOR APPLIANCE CORP. 
MAKES APPOINTMENTS 


‘H. F. MacGrath, vice-president 


ance Corp., Merchandise Mart, 
Chicago, has announced appoint- 
ment of additional men to han- 
dle the sale of the Major electric 
refrigerator. R. R. Dwyer, for- 
merly with Gurney Refrigerator 


Co., is Western Coast manager 
while J. Heiman, former sales 


manager for a Leonard distribu- 
tor in Minneapolis, is Northwest 
manager oeprating out of the 
twin cities. J. B. Church, former 
assistant sales manager for Day- 
ton Refrigerator Co., is covering 
Illinois, Indiana and Wisconsin, 
and B. G. Paylor is covering the 


| state of Texas. 


NEW STORE IN SPOKANE 
W. F. Peters, Spokane, has 
opened the Peters Hardware Co. 


in the Knight Block, Opportunity, 
Wash. 





GEORGE ALLEN HEADS 
BUFFALO RETAILERS 


George Allen is president of 
the recently formed Buffalo Dis- 
trict Retail Hardware Council, 
of Buffalo, N. Y. Edward Wine- 





GEORGE ALLEN 


gar is vice-president and Edwin 
Guenther is treasurer. Elmer 
Geist, 618 Walden Avenue, Buf- 
falo, N. Y., is secretary. Head- 
quarters of the council are lo- 
cated at 1830 Genesee Street, 


Buffalo, N. Y. 


NAME N. Y. HOUSEWARES 
ASSN. COMMITTEES 


At the meeting of the directors 
of the New York Housewares 
Manufacturers Association held 
March 20, at the Hotel Pennsy]l- 
vania, New York City, commit- 
tees were appointed. <A. A. 
Bernardine, National Enameling 
& Stamping Co., is chairman of 
the finance committee and is as- 
sisted by Jos. A. Kaplan, Joseph 
| A. Kaplan, Inc., and H. S. 
| Trump, Aluminum Cooking Uten- 
sil Co. R. Gretsch, The White 
Tar Co., chairman of the adver- 
tising committee, is assisted by 
Leo S. Koch, Industrial Design 
Service and Mr. Kaplan. Stanley 
T. Williams, The Vollrath Co., is 
chairman of the rooms committee 
assisted by Mr. Trump and W. 


M. Bettes, Landers, Frary & 
Clark. 
Robert D. Price, Robeson 


Rochester Corp., heads the show 
committee, other members being 
Messrs. Williams and Bettes. The 
entertainment committee is head- 
ed by Mr. Gretsch. William B. 
Flanagan, A. Kreamer Co., and 
Ben S. Loeb, Loeb-Stern, are 
other members of the entertain- 
ment committee. 

The association plans to have 
meetings each month at which re- 
ports will be given by each of 
the committees. 


Leavy Hardware Co. has leased 
a store at 204 Elm Street, Buf- 
| falo, N. Y. 
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“All Bolts the same?.. No, sir-ee! 


é 

a give a nut a last twist just for good 
measure, and have the threads strip on you? ... 
Ever get a bolt with fat threads so that you 
couldn’t quite turn the nut by hand? . . . Ever 
try to start a nut that wouldn’t take hold because 
the threads were damaged? . . . Bolts all alike? 
Why, outside of cheap tools there’s nothing on 
earth that’s caused more cussing than poor- 
quality bolts! 

“You don’t have those troubles with Bethlehem 
Bolts. That’s why I’m selling them, and have 
heen for years. They’ve got clean, accurate 
threads, and strong, too, so they don’t strip. 
Heads square with bodies. Made of good, strong 
steel. And another thing I like, they come in 
strong, neat packages. 

“Long time ago I figured out those Bethlehem 
people with their facilities and steel-making ex- 
perience and everything ought to be able to 
make good bolts if anybody can. And they do. 
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es 


I’ve been in business a long time and sold a lot 
of Bethlehem Bolts, and I’ve never had a com- 
plaint. .. . Which ought to prove something or 
other!” 

* * * Bethlehem does make good bolts. Our 
big Lebanon, Pa., Plant, operated by men who 
know bolt and nut manufacture from A to Z, is 
devoted entirely to making bolts and nuts and 
similar products. Every type and size of bolt 
and a lot more besides 





you ever get a call for 
—are made at Lebanon. Your jobber can supply 
you... . BETHLEHEM STEEL COMPANY. 
General Offices: Bethlehem, Pa. 


BETHLEHEM 
BOLTS & NUTS 














SCHNEIDERHAHN FIRM 
HOST TO 400 DEALERS 


More than 400 lowa dealers 
attended the recent sales conven- 
tion sponsored by A. A. Schneid- 
erhan Co., Des Moines, Iowa., at 
the Hotel Fort Des Mones in that 
city. A. A. Schneiderhahn, presi- 


dent and general manager of the | 


company welcomed the guests. 
General sessions of the meeting 
were held in the afternoon in 
the main ballroom of the hotel. 
Talks were made by J. H. Wiley, 
adverfising manager and E. C. 
Huisman, comptroller, Altorfer 


Bros. Co., Peoria, Ill., manufac- | 


turers of washing machines, iron- 
Godfrey Strelinger, sales 
manager and Sam Mitchell, ad- 
vertising manager, Leonard Re- 
frigerator Co., Detroit, Mich. 
Other speakers were: J. W. 


ers, 


Hitchcock, assistant sales man- | 
ager, Atwater Kent Mfg. Co., 


Philadelphia, Pa., Carl J. Hollatz, 
vice-president and general man- 
ager, Ken-Rad Corp., Owensboro, 
Ky., and F. J. Wisinger, sales 
manager, General Dry Batteries, 
Inc., Cleveland, Ohio. 

There were displays in the 
hotel lobby of washers, 
refrigerators, radios and 
appliances distributed by 


ironers, 
other 


the | 


| Prof. Dates for the past 29 
| years has been head of the elec- 
| trical engineering department of 
the Case School of Applied 
Science. 


T. J. FINN, SALES MGR., 
OF UNDERHILL, CLINCH 


Underhill, Clinch & Co., New 
| York City, wholesale hardware 
| distributors, have announced that 
| Thomas J. Finn joined the organi- 
| zation April 2, as sales manager. 
Previous to his affiliation with 


| 





THOMAS J. FINN 


Schneiderhahn organization. Part | 


of the evening program was 
broadcast over the radio from the 


banquet hall, where the dealers | 


and their families 
tained in the evening. 

Gov. Clyde L. Herring, Mayor 
Dwight N. Lewis and R. M. 
Evans, Iowa corn and hog chair- 
man, addressed the gathering as 
well as Ossie Solem, coach of the 
University of Iowa football team. 
Vice-president Henry Burritt, 
Leonard Refrigerator 


were enter- 


Co., 


long-distance wire. 





NAME MEMBERS OF 
CODE AUTHORITY 


(From Our Washington Bureau) 


W. L. Cherry, president of the | 


Cherry Burrell Corp., Chicago, 
manufacturer of dairy machinery, 
has been appointed administra- 


tion member of the code author- | 


ity for the washing and ironing 
machine manufacturing industry. 
He succeeds J. G. Cowling. D. M. 
Avey, director Penton Publishing 
Co., and editor of Foundry, Cleve- 
land, has been made administra- 
tion member of the code author- 
ity for the ladder manufacturing 
industry. Mr. Avey succeeds 
E. B. Schultz. 

Prof. H. B. Dates, Cleveland, 
has been appointed as adminis- 
tration member of the code au- 
thority for the vacuum cleaner 
manufacturing industry. He will 
serve at the pleasure of the ad- 
ministrator. 


76 


De- | 
troit, Mich., made an address by | 


Underhill, Clinch, Mr. Finn was 
a member of the firm of Daly & 
Finn, manufacturers representa- 
tives. Prior to that he was asso- 
ciated with the National Electric 
Products Co. for approximately 
fifteen years as representative in 
the metropolitan New York dis- 
trict. 

Mr. Finn’s association in the 
general hardware and electrical 
industries over a period of twen- 
ty-eight years has gained for him 
a host of friends in the hard- 
ware trade. He has for several 
| years attended most of the major 

social functions of the hardware 

trade in New York City. 


NEW YORK CITY GROUP 
DISCUSSES PROBLEMS 


| Problems facing the retail hard- 


ware dealer were discussed by I. E. 
| Kanner at the March 27 meeting 
of the Hardware & Supply Deal- 
ers Association of Manhattan and 
Bronx Boroughs, held at the 
Yorkville Chamber of Commerce, 
169 E. 86th St., New York City. 


Mr. Kanner stressed the im- 
portance of cooperation and 
united action among dealers. 


President Jean W. Blair con- 
ducted the meeting. 





G. C. GILLAN ADDRESSES 


At a recent meeting of the 
Seattle Pot & Kettle Club, G. C. 
| Gillan of the San Francisco Club 
| gave a talk on the benefits and 


SEATTLE KETTLE CLUB ~ 


obligations of members of the 


organization. G. A. Randall re- 
ported on a trip made to the 
Los Angeles Pot & Kettle Club. 


Two new members were elected. 


RECOVERY AGENCY MAN 
TALKS TO ’FRISCO CLUB 


Clarence Linn, civic leader and 
attorney who is in charge of the 
operation of the Home Owners’ 
Loan Corp., in San Francsico, 
addressed the members of the 
San Francisco Pot & Kettle Club 
at a recent meeting. A. W. Hill 
told of activites of army men 
and of their inventive genius. 
Announcement was made that 
the annual convention of the As- 
sociated Pot & Kettle Clubs of 
America will be held at the Hotel 


| San Carlos, Monterey, Cal. 





Paul 


President 


| dent of the group. 





S. Neumann, | 


American Factors, Ltd., presided. | 


STOLE HDW. STORES 

REQUESTS CATALOGS 

William Stole Hardware Stores, 
Roslindale, Mass., formerly at 31 


Corinth Street, has moved to 
larger quarters at 9 Corinth 
Street. New lines are being 


added including wallpaper, elec- 
tric supplies and plumbing sup- 
plies. The store would appreciate 
receiving catalogs from manuf -c- 
turers of these and allied lines. 


SHERWIN-WILLIAMS CO. 
DISPLAY WINS FRIZE 
The .Sherwin-Williams 
Cleveland, Ohio, awarded 
first prize, a silver cup. for the 
winning entry in the display 
group of the recent All America 
Twelve packaging competition, 
sponsored by Modern Packaging 


Co., 


was 


Magazine. Sherwin - Williams 
brush display No. 231 shown 
here won the prize. It is litho- 


graphed in full color and dis- 
plays brushes having varied 


| handle colors. 





The award was presented at 
the banquet held in New York, 
at the Hotel Astor and was ac- 
cepted for the company by J. R. 
Hutchison, manager of the 


brush division and C. M. Lemp- 
director of 


erly, publicity the 


company. 





| Wash., wholesale hardware 


| utilize 


CINCINNATI GROUP IN 
COOPERATIVE PLAN 


Sixty-four hardware stores in 
Greater Cincinnati have formed 
the Independent Hardware Stores, 
Inc., to cooperate along the lines 
of the Eagle Hardware Stores, 
Inc., Cleveland, Ohio, as de- 
scribed in the Aug. 3, 1933, issue 
of Harpware Ace. In its intro- 
ductory two page newspaper ad- 
vertisement the group advertised 
many hardware and allied lines 
and gave information on “How to 
Grow Better Lawns” and “Fine 
Quality Paints.” 

Howard Zimmerman is presi- 
Vice-presi- 
dents are: Robert Schellinger, 
Jr., and Lawrence Hegener. 
Joseph Kohstall is treasurer and 
W. J. Wittekind is secretary. 


JENSEN-BYRD CO. BUYS 
ADJOINING STRUCTURE 
The Jensen-Byrd Co., Spokane, 
dis- 
tributors, has purchased the six 
story building at West 314-318 
Riverside Ave., adjoining its pres- 
ent quarters, West 320-324 River- 
side Ave. The company plans to 
both its new and old 
quarters for at least a year. 


CARLL IS PRESIDENT 
OF THE TOY KNIGHTS 


L. A. Carll, Kingsbury Mfg. 
Co., Keene, N. H., 


was elected 


| president of The Toy Knights of 
| America, made up of toy sales- 
| men, at a special meeting held 


in the Fifth Ave. Bldg.. New 
York City. March 29. Sam Lud- 


| wig is vice-president and H. Lee 


| Treadwell. 





| Emergency 
| Works Administrator, announced 


New York City, of 
Toy World, which is affiliated 
with Harpware Acer, was named 
secretary. Max Bing, Louis Wolf 
& Co., New York City was re- 
elected treasurer of the organi- 
zation. 


BROWN REPRESENTS 
E. T. FRAIM LOCK CO. 


Arthur H. Brown, 150 Broad- 
way, Cambridge, Mass., has been 
appointed representative in New 
England States for the E. T. 
Fraim Lock Co., Lancaster, Pa.. 
manufacturers of padlocks, night 
latches and specialties. 


CWA TOOLS, EQUIPMENT 
TRANSFERRED TO FERA 
Federal 

Civil 


Hopkins. 
Relief and 


Harry L. 


March 31, that all tools and 
equipment and unused materials 
owned by the CWA in the various 
states would be transferred to 
the work divisons of the local 
emergency relief administration. 
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What every merchant should know 

















TO RODUCTS go to market to be sold. But people go there to BUY 


—to buy something they know about, have heard about, or 
ARKE | READ about. Every week over 5,000,000 families, comprising more 
than 20,000,000 people, READ about the products advertised in THE 


| AMERICAN WEEKLY. They want these products, and go to market to 
A [ 








BUY them. Feature the products advertised in this Mighty Magazine 


and reap a real harvest in faster turnover, greater profits. 

















The American Weekly—what it ts 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 


circulation. ee : - 
In each of 93 cities, it reaches one out of every two families 


In 110 more cities, 40 to 50% of the families 
In an additional 157 cities, 30 to 40% 
In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities. large and small, regularly buy and read The American Weekly. 


THEAMERICAN 
ca: J AW/EEKLY 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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RUBBER TOY INDUSTRY MENACED 


American Makers Complain of Invasion of U. S. Market 
By Japanese 


Invasion of the American market by Japanese rubber toys this 
year in increasing volume has brought a plea for assistance from Toy 
Manufacturers of the U. S. A., Inc. Unofficial trade reports show a 
growing movement in recent weeks of all toys from Japan to the 


United States, which appears to®— 
1933 | 


be a continuation of the 
trend. 

“During 1933 more than 10,- 
000,000 Japanese rubber toys, val- 
ued at $360,704 (foreign value), 
were landed in the United States 
to sell at prices 50 per cent lower 
than the actual cost of labor and 
material required to manufacture 
the same merchandise in the most 
efficient American plants,” said 
James L. Fri, managing director 
of the toy association. 

“This represented an increase 
of 175 per cent over the 1932 vol- 
ume. The unit increase is much 
greater because prices are gen- 
erally lower. During 1934 this 
rate of increase has been greatly 
accelerated.” 

The drive in the Japanese toy 
trade, says a newspaper report, 
appears similar to the capture of 
many world markets in the textile 
field. American cotton textile ex- 
porters have complained the Japa- 
nese have been able to undersell 
their lowest prices even in Cuba 
and the Philippines. 


Depreciation of the yen has | 
given Japanese manufacturers an | 


advantage in both textiles and 
toys, but whereas the cotton tex- 
tiles have been of equal quality 
with American textiles, the toys 
have been of inferior quality, par- 
ticularly in the rubber section, 
trade reports indicate. 

“A large number of American 





manufacturers have already been 
| forced out of business,” Fri said. 
| “With American manufacturing 
cost raised 28 per cent by NRA, 
the rubber toy industry in the 
United States will be extinguished 
unless the Government takes 
speedy action to stop the dumping 
of Japanese goods. 

“The Japanese rubber toys are 
of very inferior quality. The low- 
est paid child labor and the most 
unsanitary working conditions in 
Japan prevail in the manufacture 
of these rubber goods. Wages as 
low as 10 cents a day are paid to 
the Japanese toy workers—many 
of whom are children—and the 
majority of the assembly work is 
| done at home. They work from 
| 12 to 17 hours a day. 


industry could compete with the 
Japanese dumping of rubber 
toys would be to return to medic- 
val working conditions, to aban- 
don sanitary safeguards, to em- 


Many of those advocating pro- 
| hibitory tariffs against Japanese 
merchandise have been reminded 
that Japan also could levy duties 
on American goods in retaliation. 
Japanese legislation now under 
consideration would give the Gov- 


a bargaining basis with foreign 
nations, a power not unlike that 
| proposed for President Roosevelt 
| in the United States. 








HORROCKS-IBBOTSON HAS 
CANADIAN BRANCH PLANT 

The Horrocks-Ibbotson Co., 
Utica, N. Y., manufacturers of 
fishing tackle has formed the Hor- 


| of store hours for hardware and 
| housefurnishings stores. The as- 
| sociation also discussed a code 
of fair competition regulating 
hardware and_housefurnishings, 


rocks-Ibbotson Co., Ltd., Grimsby, | paint and wallpaper dealers and 


Ontario, Canada, occupying a 
building having 8000 sq. ft. of 


floor space. The Canadian branch | 


which is managed by Harry W. 
Banks, is producing fishing lines, 
silk and cotton, steel fishing rods 
and will soon be making and fin- 
ishing spoon baits and split bam- 
boo rods. Mr. Banks was former 
Canadian representative from the 
Utica factory. 

JERSEY GROUP WANTS 

STORE HOURS LIMITED 


Members of the Hudson Coun- 
ty Hardware & Housefurnishings 
Association meeting recently at 
the Jewish Community Center, 
Jersey City, N. J., discussed the 
presentation of a petition to City 
Commissioners for the regulation 
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| locksmiths in the state of New 
| Jersey. 


President M. B. Perlman con- 
ducted the meeting. 





COLEMAN LAMP & STOVE 
“RANGE REVUE” WEEK 


To localize its national sales 
drive on stoves the Coleman 


“The only way the American 


ernment power to use the tariff as | 











ploy child labor and sweatshops.” | 





Lamp & Stove Co., Wichita, Kan., | 


is sponsoring during the week of 
April 22 the Coleman “Range Re- 
vue.” Hardware stores handling 
| the Coleman “Instant-Gas” 
| Ranges are being asked by the 
company to run advertisements in 
local newspapers inviting house- 
wives to visit their stores to view 
| the line during the “Revue” week. 


magazines and direct mail are 


‘ 





Radio advertising, newspapers, | 


being used in connection with the | Stores Department also becomes 
| drive. Featuring the slogan, “New 


Beauty for Your Kitchen, Better 
Cooked Foods for Your Table,” 
the advertisements will call atten- 
tion to the company’s new models. 
Full details about the “Range 
Revue” will be announced shortly. 
Dealers interested may get fur- 
ther information from the nearest 
office of the Coleman company. 





L. N. BENT IS V. PRES., 
HERCULES POWDER CO. 


R. H. Dunham, president, Her- 
cules Powder Co., Wilmington, 
Del., has announced election of 
L. N. Bent as vice-president of 
the company. Mr. Bent, formerly 





L. N. BENT 


general manager of the Naval 





| a member of the company’s execu- 


tive committee. He joined the 
company in 1914 when the Inde- 
pendent Powder Co., Joplin, Mo.. 
was acquired by Hercules. Mr. 
Bent was put in charge of smoke- 
less powder operations at Kenvil, 
N. J., and in 1916 became man- 
ager of the company’s acetone 
plant at San Diego, Cal. In 1918 
he was transferred as manager to 
United States Explosives Plant 
“C” which was operated by Her- 
cules at Nitro, W. Va. After the 
war he became technical man- 
ager of the Industrial Research 
Department. In 1920 he took 
charge of naval stores plant op- 
erations at Brunswick, Gulfport 
and Hattiesburg, later becoming 
assistant general manager of the 
company at Wilmington. He be- 
came general manager of the 
Naval Stores Department in 1928 
as well as a member of the board 
of directors. 

A. B. Nixon succeeded Mr. 
Bent. Mr. Nixon has been with 
Hercules since 1916. 





COL. PHILLIPS IS PRES. 
OF PHILLIPS HARDWARE 

Col. Albanus Phillips is presi- 
dent of The Phillips Hardware 
Co., Cambridge, Md., wholesale 
distributors. It was incorrectly 


| stated in the March 15 issue of 


| Harpware AcE, that Col. Albanus 


Williams was president of the 
company. 





PAINT & VARNISH BRUSH MFRS. INSTITUTE 
TO SUBMIT A SUPPLEMENTARY CODE 


The paint and varnish brush di- 
vision of the brush manufacturing 
industry will submit through the 


| Paint & Varnish Brush Manufac- 


turing Institute, Inc., 101 Park 
Ave., New York City, a supple- 
mentary code. The general code 
for the brush manufacturing in- 
dustry became effective April 2. 

The Institute was formed be- 
cause members of the paint brush 
division felt the need of an 
organization devoted exclusively 
to benefiting conditions in that 
field. William A. Sleeper, execu- 
tive director of the Institute and 
special committee have done con- 
siderable work on cost, proper 
trade practices and distribution 
problems. 

E. D. Peck, vice-president and 
general manager, Devoe & Ray- 
nolds Co., Inc., New York City is 
president of the Institute. The 
first and second vice-presidents 
are Norman F. Smith, vice-presi- 
dent, Rubico Brush Manufactur- 
ers, Inc., New York City and D. J. 
Foss, vice-president The Wooster 
Brush Co., Wooster, Ohio. Re- 
gional vice-presidents are: H. B. 








Maxwell, Elder & Jenks, Phila- | 


delphia, Pa.; S. L. Balmer, gen- 


eral manager, Whiting-Adams 
Co., Boston, Mass., and E. J. J. 
Schmidt, president, Gerts, Lum- 
bard & Co., Chicago, Ill. H. G. 
Shulman, secretary, Baker Brush 
Co., New York City, is secretary 
of the Institute. 

Members of the Institute are: 
Acme Brush Corp., Baker Brush 
Co., Bentzinger Bros., Burton 
Brush Co., E. Clinton & Co., Con- 
don Bros. Co., Samuel M. Dell & 
Co., Inc., Devoe & Raynolds Co.. 
Inc., Elder & Jenks, Gatch Brush 
& Wire Goods Co., Gerts, Lum- 
bard & Co., Hanlon & Goodman 
Co., David Linzer & Sons, Maend- 
ler Brush Mfg. Co., Nelms & 
Rowan Co., Inc., and Osborn Mfg. 
Co. 

Other members are: Pennsyl- 
vania Association for the Blind. 
Pitegoff Bros., Inc., Pittsburgh 
Brush Co., Pittsburgh Plate Glass 
Co., J. C. Pushee & Sons, Edward 
E. Robinson, Rubico Brush Man- 
ufacturers, Inc., Wm. H. Sheets, 
Jr. & Co., Inc., Superset Brush 
Co., Inc., Theurich & Wendel. 
United Brush Manufactories. 
Weil-Ransom Co., Whiting-Adams 
Co., Wolfe Brush Co. and The 
Wooster Brush Co. 
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SI N Cc E 1 8 5 4 the tremendous facilities of The Barrett Com- 
?- pany—technical staff, research laboratories and factories—have 
“ol been devoted to the development of dependable roof protection. In 
LC. staunchness, style and service, Barrett Shingles and Roll Roofings 
rush reflect an eighty year record of progress and improvement—eighty 
etary years of proved performance. 
To the public and to dealers, Barrett is identified as “the greatest 
ber name in roofing.” 
ae The unusually severe winter just passed has taught many home- 
Con- owners how expensive defective roofs can be. It pays to sell quality BARRETT GIANT 
ell & products. Recover right—the Barrett way. Barrett Shingles and Roll 
hae Roofings are made in colors, designs and surfaces to suit every require- SELF-SPACING 
sn - . . . 
mq ment. "Phone, wire or write for complete information on Barrett SHINGLES 
man Shingles and Roll Roofings. 
ond- . P ’ . 
ge THE BARRETT COMPANY, 40 RECTOR ST., NEW YORK, N. Y. The design of Barrett Giant Self-spacing 
Mite 2800 So. Sacramento Ave. Birmingham Shingles prevents uneven laying—protects the 
” Chicago, II. Alabama home-owner and the dealer who sells them. 
1 In Canada: The Barrett Company, Ltd., 5551 St. Hubert Street, Montreal, P. Q. The exclusive, self-spacing feature auto- 
“ne matically seals out rain and snow. These 
non massive, extra thick, extra heavy shingles 
“ta hug the roof tight and defy the severest 
vard storm to budge them. They are available in 
fan- a wide variety of attractive colors, 
Pets, 
rush 
del. 
ries. 
ams 
The THE GREATEST NAME IN ROOFING 
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JAMES P. CREAL 


James P. Creal, 70, vice-presi- 
dent, The Louisville Tin & Stove 
Co., Louisville, Ky., died recently 
of shock following the fire which | 
burned the home in Buffalo, Ky., | 
in which he was born. 
was affiliated with the Louisville | 
Tin & Stove Co. for more than 
40 years. 


Mr. Creal | 


der and president of the King 
Hardware Co., Atlanta, Ga., 


| chain, died March 29 at a hos- 


pital in that city. He had been 
in poor health for some time but 
only in the last few weeks was 
his condition considered critical. 


Mr. King first worked for a Balti- | 
| more, Md., concern and traveled 


for several years before establish- 


| ing George E. King & Co. in 


A. R. ROGAN | 
| 


A. R. Rogan, 77, Rogersville, 
Tenn., hardware dealer died | 


March 28 following an illness of | 
several months. He established | 
his hardware store 50 years ago | 
and retired from business return- 
ing upon the death of his son 
in 1920, 


LOVEL WALLACE STOWE 
Wallace 88, | 
Wis., hardware dealer 
died in that town on March 19. 
He went to Neenah in 1849 and 
for years conducted own 
hardware business, later being 
manager of the store of William 
Seatoff. 


Lovel 
Neenah, 


Stowe, 


his 


J. E. C, MILLER 
J. E. C. Miller, New Oxford, 
Pa., hardware dealer died re- 
cently at the age of eighty. 


HERMAN KUESTER 


Herman Kuester, 46, president, 
Otto Kuester Co., New York City, 
cutlery manufacturers, died re- 
cently following a long illness. 
He was forty-six years of age. 


JOHN C. STONE 


John C. Stone, 73, at one time 
president of the former Bunting- 
Stone Hardware Co., now the 
Bunting Hardware Co., Kansas 
City, Mo., died March 24, at Hig- 
ginsville, Mo., where he was 
superintendent of the Confed- 
erate Home. At the age of twen- 
ty-five he moved to Kansas City 
to engage in the hardware busi- 
ness, in which field he continued 
until 1910. 


ROBERT B. McRAE 


Robert B. McRae, president, 
Mac. Hardware, Inc., Fort Plain, 
N. Y., died suddenly March 23. 

T. P. CRAMER 

T. P. Cramer, 70, Grants Pass, 
Ore., member of the hardware 
firm of Cramer Brothers in that 
town died March 17. He had 
been a hardware dealer there 
for forty-two years and was ac- 
tive in civic affairs. 





GEORGE E. KING, SR. 
George E. King, Sr., 82, foun- 





80 


1882. 

Mr King retained a_ personal 
interest in the business all his 
life. The company absorbed a 
number of other hardware busi- 
nesses in Atlanta. Mrs. King and 
nine children survive. 





WILFER L. FLOWERS 

Wilfer L. Flowers, 52, Monaca, 
Pa., hardware dealer, died recent- 
ly at the age of fifty-two, after 
an illness of several weeks. Mr. 
Flowers operated the Monaca 
Hardware Co. for many years. 


A. J. CZOSNYKA 
Anthony J. Czosnyka, 63. 
Niagara Falls, N. Y., hardware 
dealer, died recently following a 
short illness. He had been liv- 
ing in Niagara Falls for thirty- 
six years. 


RICHARD S. CAROTHERS 


Richard Sadler Carothers, 72, 
senior partner in the Selma Hard- 
ware Co., Selma, Ala., wholesale 
distributors, died recently follow- 
ing a long illness. Mr. Carothers 
had been in the hardware busi- 
ness for nearly fifty years. He is 
survived by his son, R. S. 
Carothers, Jr., of the Selma Hard- 
ware Co., and two daughters. 


EDWARD F. SANDS 

Edward F. Sands, 72, presi- 
dent, Robinson, Cary & Sands, 
St. Paul, Minn., tool manufac- 
turers, died recently. 

W. A. URBAN 

William A. Urban, 73, who op- 
erated a hardware store at 3207 
S. Grand Blvd., St. Louis, Mo., 
was found dead in the basement 
of his store. It is believed Mr. 
Urban hanged himself in a mo- 
ment of despondency. 


W. A. SHERIDAN 


W. A. Sheridan, Ironton, Ohio, 
of the East End Hardware Co. in 
that town, died recently. In 1896 
he formed a partnership with 
C. A. Hutsinpillar. Later Mr. 
Sheridan joined his brother Louis 
J. in the East End Hardware Co. 

W. D’ARCY RYAN 


W. d’Arcy Ryan, head of the 


| illuminating laboratory of the 
General Electric Co., in Schen- 
ectady, N. Y., died recently fol- 
| lowing a heart attack. He had 
| been with the General Electric 
| Co. for forty-four years and ar- 


| 





|) ranged the illumination effect at 


Niagara Falls in 1907 as well a- 
the illumination of the Panama 
Pacific Exposition, Brazilian Cen- 
tennial Exposition and other cele- 
brations. 








Convention Calendar 


68th 


Bldg., Atlanta, Ga. 


Distributors Association. 


mond, Va. 





delphia, Pa. 


Semi-Annual Convention of 
Manufacturers Association and the 44th Annual Convention 
of the Southern Jobbers Association will be jointly held at 
the Arlington Hotel, Hot Springs, Ark., April 23 to 26 
inclusive, 1934. Secretary Manufacturers Assn.: Charles 
F. Rockwell, 342 Madison Avenue, New York, N. Y. Secre- 
tary Southern Jobbers Assn.: T. W. McAllister, Grant 


Week of April 23, 1934 


the American Hardware 


Week of May 21, 1934 

Triple Convention—Southern Supply and Machinery Distribu- 

tors’ Association; American Supply and Machinery Manu- 

facturers’ Association, and National Supply and Machinery 
Netheriand-Plaza Hotel, Cincin- 
nati, Ohio, May 21, 22, and 23, 1934. 
Secretary: Alvin M. Smith, care Smith-Courtney Co., Rich- 
American Association Secretary, R. Kennedy 
Hanson, 2010 Clark Bldg., Pittsburgh, Pa. 
ciation Secretary, George A. Fernley. 505 Arch St., Phila- 


Southern Association 


National Asso- 


Week of June 4, 1934 


Mississippi Retail Hardware and Implement Association An- 
nual Convention and Exhibit, White House Hotel, Biloxi, 
Miss., June 4 to 6 inclusive, 1934. John F. Jennings, secre- 
tary, Box 846, Jackson, Miss. 

Carotinas—The Hardware Association of the Carolinas An- 
nual Convention, Franklin Hotel, Spartanburg, S. C., June 
5 to 7 inclusive, 1934. Arthur R. Craig, secretary-treasurer. 
803 Commercial Bank Bldg., Charlotte, N. C. 

Epison Electric Institute’s Second Annual Convention, Tray- 
more Hotel, Atlantic City, N. J., June 4 to 7 inclusive, 1934. 


Week of June 18, 1934 


35th Annual Congress of the National Retail Hardware Asso- 
ciation, Hotel Fort Des Moines, Des Moines, Iowa, June 
18 to 21 inclusive, 1934. Managing director, H. P. Sheets, 
130 East Washington Bldg., Indianapolis, Ind. 








The Fitzmorris brothers have 
opened a hardware store in the 
quarters formerly occupied by 
DeBolt’s Hardware in Altoona, 


Kan. : 
The Beck & Benedict Hardware 


Co., which has been a corporation 
since 1915, will be dissolved. The 
business will be continued as a 
partnership, Messrs. Beck and 
Benedict having purchased all of 
the outstanding stock. The busi- 
ness was started in 1904. 


Ralph Gibbs has purchased the 
Roy Curtis Hardware store in 
Sabina, Ohio. 


Mrs. N. H. Long has purchased 
| the stock and accounts of the Mt. 
| Vernon Hardware Co., Mt. 








Vernon, Tex., which will continue 
to operate under that name. 





H. L. Zigrang, Livermore, Iowa. 
for a number of years in the im- 
plement business, has added a 
stock of hardware to his business. 
The store has been rearranged. 

The Flint Hardware Co. opened 
a retail store at 319 S. Saginaw 
St., Flint, Mich., recently. The 
site was that used until a few 
years ago by the Goode Hardware 
Co. 

The Fresno Hardware Co. and 
the Walter Byde Co., Ltd., Fresno. 
Calif., were recently merged un- 
der the latter name. Quarters of 
the former Fresno Hardware Co. 
at 1331 Fulton St. will house the 
new firm. Alterations will double 
the space occupied by the store. 
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Promoting Paint Sales 
Through Wall Decoration 


i YHERE are three major selling 
points in promoting wall deco- 
ration, no matter what your 

approach. 

There’s the ever-appealing style 
angle. New colors, new finishes, new 
decorative ideas will make every 
woman who sees them a little dis- 
satisfied with her own walls, ceilings 
and woodwork. 

Then there’s the simple eye appeal 
of bright, cheerful, newly painted 
finishes. People become accustomed 
to dinginess because it creeps on 
gradually. It takes a startling con- 
trast to point out the advantages of 
a newly painted surface. Color 


By J. S. DAVIS 


choice in your display is the big 
factor in putting this point across. 

Finally, you have the practical ele- 
ment of cleanliness. Fresh, colorful 
finishes can easily be kept fresh and 
charming by washing. This point 
can hardly be overstressed: a painted 
wall is an easy-to-keep-clean wall. 

Whether it is to be advertising, 
display or sales talk, these three 
avenues are the main highways lead- 
ing to a paint sale. 

Panels afford the simplest display 
method of promoting wall decoration 
and redecoration. The most inex- 
pensive type is a piece of wall com- 
position board, 18 by 24 inches is a 


practical size, though a larger piece 
is preferable for showing off to best 
advantage a wall decorated with 
stenciling or scumbling or any finish 
not a plain solid color, especially if 
the design is somewhat large. For 
demonstration purposes pieces of 
wall board about 12 by 18 inches 
will be adequate. 

The finished panels are so easy to 
make that a weekly change is prac- 
ticable. You could in a few hours’ 
time paint panels to carry out all of 
the suggestions listed below which 
would give you quite an elaborate 
display arrangement plan for the 
month. By changing the panel dis- 


A suggested window display to promote wall decoration by the “before and after” appeal. It’s easy to install 
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Progressive dealers everywhere 
are selecting MURAL-TONE with 


its special advantages and un- 












usual sales possibilities. It’s a 
casein-vehicle water paint (not a \ 
calcimine) that rates high as a dec- 


orative medium of lasting beauty. 





Why not investigate at once? 


THE MURALO COMPANY, INC, 


THE MURALO COMPANY: fm 


Send me full information regarding Mural-Tone 
FOUNDED 1894 


Name 





Specializing Exclusively in Decorative Wall Coatings, Water Paints, Wall Sizing and Patching Plaster 


570 RICHMOND TERRACE °* STATEN ISLAND, N. Y. 
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play weekly, you will be able during 
the course of the month to cover all 
of the more important phases of wall 
finishing. 

If you care to plan your display on 
a more elaborate basis, you could use 
an entire wall set-up (also made of 
composition board) in your show 
window, accompanied by placards 
describing how the wall was _ re- 
finished. In the foreground could be 
displayed whatever merchandise you 
like, not necessarily related to paint. 
Should you follow this plan, any one 
or all of the finishes described here 
for wall panels could be carried out. 
A stencil design is particularly at- 
tractive for a regular wall set-up, and 
carries with it the wall repainting 
idea, since a freshly painted design 
could look well only against a freshly 
painted background. 

In a display of any kind, it is well 
known that the surest selling method 
is demonstration. As a rule, it in- 
volves time and work, but wall deco- 
ration lends itself so well to easily 
planned and executed demonstrations 
that the opportunity should not be 
missed. The chief task involved is 
the preparation of several panels for 
each type of finish displayed. With 
paint, brushes and other materials in 
readiness, you can demonstrate to 
each interested customer just how a 
finish is achieved as quickly and 
easily as you could tell about it. 

Here are the specific display sug- 
gestions. They can, of course, be 
varied and adapted in many ways, but 
whatever the variations, remember 
the three things that are being 
stressed: style. color, appeal and 


cleanliness. 
First W eek—*“Painted Walls” 


Window display: before and after 
panels, both of a papered and a 
previously painted wall, refinished 
in solid colors-—the paper covered 
with water paint, the painted wall 
with flat oil paint. Eggshell, cream, 
tan, green, gray, and shell pink are 
popular colors. The “before” as 


(Continued on page 121) 


The advertisement of the Raymer Hard- 
ware Co. has several good features, 
among them the personal touch ob- 
tained by introducing the man who can 
advise on paint problems. The definite 
information on cost of painting, and 
the generally pleasing presentation, the 
typography and layout are also good. 
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CHAS. WALTON 


It’s the cost of the job and 
how long it will wear and 
look well that is important. 


$15.00 


will buy enough 


LOWE BROS.’ HIGH 
STANDARD PAINT 


for two coats on the aver- 
age 5-room house. 


VARNISH FLOORS 


Refinish a floor 12x16 feet with 
highest quality Lowe Bros. Nep- 
tunite quick-drying floor var- 





iS 


ir ah 


card today. 


ee, cee ee ee end 


ask Chas. Walton 


information can be disastrous— 
especially about paint. Mr. Walton has 
been in Raymer’s Lowe Bros. Paint Dept. 
for eight years. He knows what painting 
problems are and how te advise you cor- 
rectly. His knowledge is for you'to use. We 
take great pride in having men like Mr. 
Walton who can serve you intelligently. 


Wrong 


Forget the Cost Per Gallon 











frame, OMY -oees ee +++ 37c 
———=> Redecorate a 12x14 


Bedroom for Only 


= $2.70 


[want sano #98] ' Select Mellotcne colors for the walls and ceil- 
2 ing. All the latest shades from which to choose, 

and we will gladly suggest attractive combina- 

tions. The cost is so small, why put it off? 


A Brand New Color Scheme 
for the Kitchen Only 


$1.75 


Mello-Gloss has a sheen like satin, a finish that 
can be washed repeatedly and yet retain its 
beauty. For walls and woodwork in kitchen 
and bathroom it is unexcelled. Ask for a color 
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SCREEN ENAMEL | 


Giossy black screens give 
house | that ‘‘well groomed” woke 
One quart, enough for eight 





Phone 
3A rfield 
1317 
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THE STORE OF INTELLIGENT SERVICE 
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— Wonderful NEW 


COUNTER 
KAGES 
Feature 











RIGHT ATOP 
THE COUNTER 


Where the perennial urge to PAINT Makes 
SALES—you can now place PACKAGED 
BRUSHES in BRIGHT DISPLAY to 
catch the eye and purse of trade! As a defi- 


eee nite leader in display theme, this ultra- 
modern idea of PACKAGED BRUSHES 
takes the consumer by storm! — brings him 


f ATORCH OF PARSE ia 


~~" up to the counter and 


SELLS right there! 


NEW and SENSATIONAL SALES-CREATING 
@ COUNTER PACKAGES for Varnish and Paint 
Brushes Make them SELL themselves! 


“WALL-AMERICAN” or —— PURPOSE 













“USA-BRUSH” ASSORTMENT 


i . ; A RTME 
@ In handsome 5-color decoration!—this counter sales- c ij SSO : A ; 
man, by a quick lift of the cover and unfolding of bed —_ izing— creating me Urge “4 
y 1 vs ‘ ” PAINT!-—this fine, upstanding Counte1 


the base, becomes a rigid, sturdy and forceful dis- 


a A A oe -C rT e- 
play Case, shipped in tight fitting carton to protect Case, in 4-color process, also arouses d 


mand for the Brush! 


E 








contents. In opening up, it transforms from ship- 

Bena ping case to a vivid Brush Display—a 
It carries in constantly orderly arrangement, an assort- strong, lasting, upright Case containing 
ment of three convenient “touch-up” and general utility an assortment of 3”—3%4”" and 4” metal 
Rrushes “USA-BRUSH” by bound wall BRUSHES 
BAKER—FEach Brush is firmly fixed by BAK <ER in either 


the container—but readily lifted 
ut for examination by the customer. 
These Brushes are priced to satisfy 
the critical needs of the consumer, 
with consequent rapid turnover, and 
allowing substantial dealer profit. Fur- 
nished with two-tone polished red 
and black handles and nickel ferrules 
The entire ensemble of package and 
contents forms a decidedly sensation- 
al Package—dresses up Dealers’ coun 
ters-sells Paints and Brushes. 


Spaces are provided on both 
Containers for visible pricing to 
encourage self-sales at the point 
of KN 
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DEALERS 


Don’t lose a minute! The 
biggest BRUSH selling sea- 
son of the year starts NOW! 


Swing into action with a per- 
fect BAKER BRUSH sales 
set-up. Beat competition to 
the gun! 

Write us immediately for 
prices, detailed informa- 
tion and name of nearest 
jobber. 








Re 


series ““WALL-AMERI- 
CAN” or “WALI 
PURPOSE”’—two retail 
set-ups! 

The finest quality—pure 
Chinese bristles, vulcan- 
ized in rubber — nickel 
ferrules — two-tone red 
and black polished han 
dles. 


Here also is offered an 


attractive pricing to meet 


the exacting needs of 
the consumer, to effect 
rapid turnover and yield 
a substantial dealer 
profit. 


RUSH CON 









































HOW'S the 


HARDWARE 


The outstanding recent news in 
hardware has been the general advance 
on basic steel products which directly 


affect hardware costs. Following the 
lead of the automobile makers, the en- 


tire steel industry has approved a wage 
increase of 10 per cent, effective April 
1. A preceding 15 per cent advance 
last fall. 
largest producers have 


had been made Independents 


as well as the 


joined the movement to increase wages 
without changes in working hours. 


Like announcements are reported daily 
numerous firms in allied indus- 
raises ranging from 6 to 20 


from 
tries, the 


per cent. The influence, while far- 
reaching, will not be immediate on 


but ad- 
vances have been very prompt on most 
of the heavy and staple lines. Even in- 
dustries only slightly touched by the 
actual increase in their steel costs, will 
find their wage and hour policies af- 
fected by the general move. 
* * x 


some finished steel products. 


staples and barbed 
effective April 13. 


Wire nails, 


wire are advanced, 


ee * Gen 
Sibucas 


BUSIBESS| 


April 
12th 
1934 


per 100 Ib. Dealers’ new L.C.L. 
costs are figured on the following basis. 
f.o.b. Chicago, or Anderson, Ind., and 
subject to the prevailing steel code 
terms, 30 days net, less 4% of 1 per cent 
for cash in 10 days: 


25c. 


Per Keg 
Wire nails, base ‘ cone Saere 
Polished fence st: iples. es 3.45 
Galvanized fence staples 3.70 
Galvanized netting staples..... 4.85 
Per 80 
Rod Spool 
2 point 12% gage cattle wire.. $2.58 
2 point 12% gage hog wire..... 2.76 


Prices based on Pittsburgh or Cleve- 
land are 5c. per 100 lb. lower than the 
Chicago schedule. Carload orders are 
10c. below the L.C.L. basic, as hereto- 
fore. The mills had previously offered 
opportunity for contracts for definite 
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Wholesale hardware sales continue 
to reflect marked improvement, with 
gains being more pronounced in agri- 


cultural sections than in industrial 
districts. Manufacturers’ sales agents 
covering the Iowa and Missouri River 
section report that the January sales 
of hardware wholesalers in that ter- 
ritory reflected increases ranging 
from 25 per cent to 125 per cent over 
the same month of last year. Sales 
increases of 300 per cent in certain 
districts in the southern cotton States 
have also been reported by one of the 
prominent hardware wholesalers serv- 
ing that territory. February whole- 
sale hardware sales as shown in the 
Hardware Age Blackboard below re- 
flect increases over the corresponding 
month of 1933, ranging from 20.5 to 
93.0, with most Federal Reserve dis- 
tricts showing gains of 50 to 75 per 
cent. 


tonnages, for delivery up to June 30, 
but the advance will be felt immediate- 
ly by all buyers without contracts or 
orders accepted. 

* * * 


Prices on smooth fence wire, 
also on field and poultry fencing, are 
raised $3 per ton, coeffective with the 
changes on nails and other wire prod- 
ucts. Fence wire, 6 to 9 gage, is now 
quoted at $2.65 per 100 Ib. for an- 
nealed (black) and at $3 per 100 Ib. 
for galvanized, these being the L.C.L. 
dealer costs at Chicago basing point. 
No changes have as yet been an- 
nounced on gates, fence posts or lawn 
fencings. Single loop bale ties, how- 
ever, have been advanced $6 per ton- 
or not far from 10 per cent. 


* * * 


Steel sheets, both galvanized and 
black, also formed steel roofing items, 
are sharply affected by the same in- 
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You can take the kinks out of 
your sales with this HOSE 


A reputation for complaint-proof garden hose is a good stimulant 
for summer sales. When a hose is only required to do a little short 
range lawn-sprinkling, any hose will hold down the job—/for a 
season. 

But when you sell hose, you never know what kind of rough road 
it will have to travel. So prepare for the worst——and sell the best. 


Every type of Thermoid garden hose is built as if all driveways 
were paved with carborundum and all gardens were rock gardens. 
Thermoid engineers take no chances. They are imbued with the 
idea that the reputation of the Thermoid trademark must be 
upheld. Quality must rule! 


Ask your wholesaler about the new Thermoid Moulded All-Rubber 
Garden Hose—the lead-pressed, extra-pressure hose that created a 
sensation last year. 


THERMOID RUBBER COMPANY 
Factories and Main Offices TRENTON, NEW JERSEY 
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creased labor costs which have raised 
wire products. Prices are raised 40c. 
per 100 Ib. on galvanized and black 
sheets, 24 gage base. Hot-rolled (blue 
annealed) sheets, 10 gage and heavier, 
are up 25c. per 100 Ib. 

* * *& 


Steel pipe, both black and gal- 
vanized — following other steel code 
products—is expected to advance about 
five points in the discounts, or an 
average of 8 to 10 per cent. Official 
announcement has not been received, 
so details are lacking. Effective April 
10, steel billets, bars, shapes and plates 
were raised $3 per ton; sheet bars, $4 
per ton; and steel pipe skelp $2 per 
ton. 

* *& 

While the shipping period on 
steel contracts will expire June 30, and 
while higher costs are already felt by 
the steel mills, it is probable, accord- 
ing to the American Metal Market, 
that the producers will have to supply 
material equal to four or five months’ 
consumption at the old prices. By 
September there will perhaps be nor- 
mal deliveries at the advanced prices, 
but meanwhile producers will simply 
have to stand most of their wage and 
cost increase. 

* & # 

Prices on Eveready round cell 
radio batteries have been reduced by 
the National Carbon Co., Inc., New 
York, N. Y. The reductions apply to 
the 45-volt medium and large size 
round cells, Nos. 872, 870, 572, 570; 
the 22%-volt “B” or “C” battery No. 
768; the 45 and 2214-volt portable 
Nos. 762 and 763, and the 45-volt 
police squad battery, No. 794. Prices 
on Eveready Layerbilt batteries were 
reduced some time ago. 


* * * 


New prices on Browning shot- 
guns are shown in a dealer’s price list 
issued on March 15 by the Browning 
Arms Co., St. Louis, Mo. The new list 
reflects several reductions, as well as 
advances, although a number of listed 
items are quoted at unchanged prices. 
The changes in effect are as follows: 
Dealer cost of the standard grade 
Superposed is now $74.63, instead of 
$80.63, and its retail price is $99.50. 
Dealer cost of the special Automatic, 
with raised hollow matted rib, is now 
$47.80, instead of $67.75, and its retail 
price is $59.75. Dealer cost of the 
Grade 1 Automatic, without rib, is 
now $39.88, instead of $35.04, and its 
retail price is $49.85. The extra 
barrels for both of the Automatics. 
without rib, now cost the dealer $17.80 
each, instead of $15.00, and their re- 
tail price is $21.35 each. The dealer 
cost “extra” for raised hollow matted 
rib, any barrel, is now $7.92 instead 
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of $6.40, and the retail price is $9.90. 
The dealer cost “extra” for a venti- 
lated rib is now $11.88, instead of 
$10.40. and the retail price is $14.85. 


* * * 


Prepared asphalt roofings, after 
a general decline early last month, are 
raised in prices about 5 per cent, ef- 
fective April 1. 87 Ib. slated rolls are 
at $1.75 per sq., L.C.L. to dealers, in- 
stead of $1.67. 75 lb. slated rolls are 
quoted at $1.64, formerly $1.56. 35 Ib. 
competition tale roofing is advanced 
lc.. to 82c. per sq. These figures com- 
pare with $1.41, $1.18 and 53c. per sq., 
respectively, at the low mark of early 
1933. Differentials are provided for 
retail buyers of 40,000 lb. (carload) 
and of 10,000 lb. quantities. 


* * * 


On bolts, nuts, and rivets, and 
on general screw products, both the 
small-lot and the industrial demand is 
better, but bolt volume is held down 
by prices still somewhat unsettled. 
There is growing certainty that bolt 
quotations must some day be advanced, 
particularly in view of the latest in- 
creases in steel. Buyers are keeping 
their stocks well filled, and there is a 
small amount of speculative buying. 

* * * 


Axe prices for the coming sea- 
son were announced late in March, 
with net advances averaging approxi- 
mately 5 per cent. A special discount 
of 5 per cent is offered for orders 
placed before May 31, for shipment on 
or before Sept. 1. The new prices 
comprise the third advance since last 
spring. 

* * * 

The disposition of CWA surplus 
tools—picks, shovels and other items 
purchased by the Government—is caus- 
ing concern to manufacturers and hard- 
ware jobbers. Recalling the difficulties 
they faced immediately after the World 
War, when surplus materials were sold 
at auction and later distributed in com- 
petition with goods handled by retail- 
ers, jobbers are urging that a special 
regulation covering the marketing of 
these surplus tools be worked out and 
incorporated in the code govering the 
hardware industry. It is felt, however, 
that the danger of surplus stocks from 
CWA projects is not immediate, since 
most of the tools, as well as the work- 
ers, will be taken over on city and 
State projects, to which the Govern- 
ment is lending its aid. 

* * * 


Grindstones have been advanced 
by Cleveland Quarries Company and 
others. Mounted stones average about 
8 per cent higher, and loose grind- 
stones about 5 per cent. Repair parts 
were also advanced. The Riverside 


line of grindstone fixtures was marked 
up about 10 per cent last month, re- 
storing quotations to about the early 
1933 level. 


* * * 


Cast frame pulleys were also 
moved up about 2c. per dozen, or 8 
per cent, by the Riverside Foundry 
Company. Other manufacturers did 
not immediately follow, but further an- 
nouncements are expected. 

* * * 

Prices on poultry netting and 
on screen cloth have been reaffirmed by 
leading manufacturers, for shipments 
during the second quarter, at the same 
schedule as in effect since Dec. 26. 

* * * 

On Kester acid-core and resin- 
core solders, new dealer price sheets 
dated March 22 restore the higher 
quotations in effect prior to the decline 
of Feb. 15. One Ib., 5 Ib. and 20 Ib. 
spools are quoted respectively at 61, 
57 and 54c. per l[b.. f.o.b. Chicago. 
with cash discount as before. Radiator 
solders are advanced 3c., and body 
solders 2c. per Ib. Kester’s new alu- 
minum solder is unchanged in price. 
as are the various household size units. 

* * * 

Magnolia anti-friction buabbitt 
metal has taken a recent price advance 
of 2c. per lb. The factory’s suggested 
resale prices under the new schedule 
are as follows, f.o.b. New York, Chi- 
cago, San Francisco. New Orleans and 
Houston: 

Less than 112 Ib 
112 lb. or more 
* & 


33c. per lb. 
31c. per lb. 


Eagle compressed. lead-head 
roofing nails were reduced about 25c. 
per keg, on March 26, with similar 
change by other makers. The new 
price recommended for small lot sales 
to the retailer is $7.50 per 100 Ib. keg 
f.o.b. Chicago, for the bright finish. 
with galvanized about $2 per keg 
higher. 


* * * 


Copper wash boilers have ad- 
vanced $1.50 per doz. on the light and 
$2 per doz. on the heavy quality. While 
this change is brought about partly 
by increased costs of material and 
labor, the cost of packing is a big 
factor. 

* * * 

On harness and collars, some 
wholesalers report factories unable to 
keep up with the demand, particularly 
where price increases have not been 
promptly passed along. While horse 
shoes were advanced earlier in the 
year, horse shoe nails have remained 
unchanged until April 2, when an in- 
crease of about 15 per cent went into 
effect. 

(Continued on page 96) 
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BRONZES WOOD FIX and TILE CEMENT OIL COLORS 
in glistening glass tubes 





1S¢e Sellers 20c to 75c Sellers 10c to 25c Sellers 


Sheflicld 


Bigger and Better Than Ever?! 








NOW AS ALWAYS THE GREATEST VALUES IN THE FIELD 





Other fast selling Sheffield items are: NU-WAY WAX * Water Applied TRANSFERS & 
Smudgeproof STENCILS @ MIRRO-METALLICS @ IRON ENAMEL @ Nonshrinkable CRACK FILLER 
® Three Star FLOOR CLEANER © 


THE SHEFFIELD BRONZE POWDER & STENCIL CO., CLEVELAND, OHIO 
Dealers! Order from your jobber—JOBBERS! Write for prices 





KLEEN-A-SRUSH DUO-JARS POSTER AND SHOWCARD COLORS 


Gold or Aluminum 
Enamel 





10c to 50c Sellers 15c to 70c Seliers Starting with 10c Sellers 
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Wild Life Restoration Program Promises 
Increased Sales of Sporting Goods 


Cartoonist Jay N. Darling (“‘Ding’’) Becomes Chief of U. S. 
Biological Survey—Seth Gordon, President, American Game 
Association, Outlines Proposed Conservation Program Details 


EVER in the history of the 
United States have conservation 
prospects been so encouraging 

as at the present, especially for wild 
life restoration, says Seth Gordon, 
president of the American Game Assn., 
Washington, D. C., in a bulletin re- 
leased on March 16. President Roose- 
velt has made a most unusual showing 
in conservation matters during his first 
year in the White House, says Mr. 
Gordon, and more real progress has 
been made during the past few months 
than during the previous 20 years. 
Senator Frederic C. Walcott, chairman 
of the Senate Committee on Wild Life, 
for many years one of America’s lead- 
ers in conservation, said recently, “It 
is the dawn of a new day”. 
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This will be good news to the hard- 
ware trade, which plays a conspicuous 
role in catering to the needs of hunt- 
ers and anglers. With more time made 
available for these sports under the re- 
covery program, and with game and 
fish now destined to become more 
plentiful, sales of hunting equipment 
and fishing tackle are certain to show 
a substantial increase. 

Important extracts from Mr. Gor- 
don’s bulletin, in which he visualizes 
the federal conservation picture as it 
appears today, follow: 


Forests 


The Civilian Conservation Camps 
will be continued for another year. 





By Jay N. Darling 


In addition to forest protection work, 
many of these C.C.C. groups will again 
devote a major part of their time to 
matters which will benefit wild life. 

The $20,000,000 forest purchase pro- 
gram east of the plains is moving for- 
ward rapidly. National Forest units 
are being rounded out in the East, and 
approximately 8,000,000 acres will be 
added for the use of the public. 

The President recently approved an 
amendment to the Lumbermen’s Code, 
to bring all the forests of the nation 
under Government supervision to as- 
sure constructive use of our timber re- 
sources. 

The new Soil Erosion Service, to 
which millions of dollars were allo- 
cated to check erosion, is paying spe- 
cial attention to the needs of wild life. 
Fish life will also benefit. 

The President has agreed to do his 
best to secure $1,000,000 for immediate 
waterfowl restoration work, and to as- 
sign C.C.C. camps to conditioning the 
areas acquired. 

The President has announced the 
allocation of $25,000,000 for the pur- 
chase of submarginal farm lands to re- 
move them from agriculture, and to use 
such lands for forests, parks, water- 
shed protection, and wild life restora- 
tion. 

Secretary Wallace appointed three 
leading conservationists as a special 
committee to develop a wild life plan 
which would fit in with his submarginal 
land elimination program. That com- 
mittee submitted its report on Feb. 8, 
a comprehensive plan recommending 
the use of $50,000,000; also recom- 
mended revamping certain Govern- 
mental machinery. 

On March 10 Secretary Wallace an- 
nounced that he had induced Jay N. 
Darling (“Ding”, the famous cartoon- 
ist) of Iowa, a member of the Iowa 
Fish and Game Commission and a 
member of the special committee on 
wild life restoration, to accept appoint- 
ment as chief of the U. S. Biological 
Survey, succeeding Mr. Paul G. Red- 
ington, who was transferred back to the 
Forest Service at his own request as 
of March 1. 

Mr. Darling’s appointment has dis- 
pelled all fears that the Biological 
Survey might be dismantled. It is 
believed now that the Survey will be 
renamed the WILD LIFE SERVICE, 
and that it will be reorganized and ex- 
panded to do the job recommended by 
the special committee. 

The submarginal land purchase pro- 
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SANDPAPER Plus 


is what you buy and sell when you handle 


MINNESOTA QUALITY BRANDS 


of 


Sandpaper and Emery Cloth 





AN EXTRA QUALITY OF SHARPNESS 
e 


EXTRA STRONG BACKING 
* 


UNUSUAL FLEXIBILITY 
. 


SANDPAPER THAT WILL NOT CURL 


plus 


a selling aid service that helps you sell more 
sandpaper and many other items which you carry 


in your store. “SUCCESS GUARANTEED” COPYRIGHT, B&B 


Send in the coupon today—have your name put on 
our mailing list to receive copies of these selling helps. 


The Minnesota Quality Brands of Sandpaper and Emery Cloth 

















Since 1828 Since 1906 Since 1907 
B-A Brand Flint Paper 3-M Brand Flint Paper PIONEER Brand Flint Paper 
(9x11) (9x11) (834x101) 
STAR Brand Flint Paper IMPERIAL Brand Flint Paper WAUSAU Emery Cloth 
(834x1014) (834x101) (9x11) 
B-A Emery Cloth CRYSTAL BAY Emery Cloth 
(9x11) (9x11) 








MADE IN U.S. A. BY 
MINNESOTA MINING & MFG. CO., 
SAINT PAUL MINNESOTA 
INCLUDING 


Baeder Adamson Co. Wausau Abrasives Co. 

















MINNESOTA MINING & MFG. Co., oe 
Saint Paul, Minnesota. ADDRESS _ 
We are interested in receiving your selling helps city STATE 

and want to be put on your mailing list to receive ae er 
copies of all material sent out. JOBBER'S NAME _ 

ADDRESS ge pele pee eee es 

HA 4-34 
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TWELVE 
SILENT 


SALESMEN 





( GIVE US A CHANCE ) 


WE’LL STAND BY YOU 
\ YEAR AFTER YEAR 








Remington 
{Liv 


KLEANBLADE iA 


ParING KNIVES 











LACE them on your counter 
-these twelve Silent Sales - 
men. They will remind every cus- 


tomer who enters your store that 
“it pays to buy quality cutlery.” 


The name Remington has meant 
reliability and service for two gen- 
erations .. . Here’s your chance 
to cash in on it! 

This attractive display occupies 
only a few square inches of counter 
space—yet, it draws attention. It 
is FREE. It shows twelve assorted 
Kleanblade paring knives, with a 
reserve stock for replacement in 
a rear compartment. 


Write for full information on the 
BIG CUTLERY OPPOR. 
TUNITY of 1934! Remington 
irms Co., Inc., Cutlery Division, 
Bridgeport, Conn. 


Remington 
CUPON 


*66.u 5 pat OFF 
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|gram of the Federal Government is 
| moving forward. The Secretary of 
| Agriculture has been urged to do his 
/utmost to make extensive purchases to 
benefit wild life, particularly water 
fowl breeding grounds and _ refuges 
along their main lanes of flight, to re- 
lieve as far as possible the status of 
these birds, due in large measure to 
years of encroachment by agriculture. 
Immediate purchases to aid species of 
upland game which are in danger are 
also important. 

The U. S. Bureau of Fisheries, with 
allocations of public works funds, is 
for the first time doing stream improve- 
ment work in several important regions 
to increase the fish carrying and re- 
producing capacity. 

The Bureau of Fisheries also is mak- 
ing studies to determine the effects of 
pollution of various kinds on fish life. 
and shortly we hope this agency will 
become a general clearing-house on 
this important subject. 

The abandoned mine sealing pro- 
gram, launched under the direction of 
the U. S. Public Health Service with 
C.W.A. funds, has been turned over 
to the several States to be continued 
with relief allotments. 

With public sentiment so thoroughly 
aroused throughout the entire country. 
Congress recently enacted the most far- 
reaching wild life legislative program 
ever attempted. Briefly summarized it 
| is as follows: 


| The Duck Stamp Bill 


This bill, sponsored in the Senate 
by the Senate Wild Life Committee 
| and in the House by Congressman 
| 





| Richard Kleberg of Texas, culminates 
a campaign which the American Game 
| Association launched in 1920. The As- 
| sociation and its cooperating groups 
| have steadfastly stood behind the plan 
| throughout the year. 

The Walcott-Kleberg Bill now await- 
|ing the President’s signature, provides 
that all water fowl hunters over 16 
shall procure a dollar stamp at a post 
| office to affix to State hunting licenses. 
| It is to produce supplemental funds to 
| help finance the Norbeck-Andresen Act 
| of 1929, and it is estimated will raise 
| about $1,000,000 annually. At least 
90 per cent of the income must be 
used for the establishment of inviolate 
| refuges and breeding grounds, and for 
| investigative work in connection with 
ithe water fowl supply. 


Coordination Bill 


This bill, also sponsored by the Sen- 
ate Committee and Congressman Kle- 
berg. will coordinate various Federal 
activities affecting wild life. It au- 
| thorizes the Secretaries of Agriculture 
|}and Commerce to supply expert as- 





sistance to the States on game and fish 
matters; authorizes said secretaries to 
make investigations to determine the 
effects of polluting substances on wild 
life; and provides for the use of fed- 
erally impounded waters for Fisheries 
and Biological Survey purposes. Be- 
fore dams and are con- 
structed, the Bureau of Fisheries must 
be consulted in order that fish life may 
be safeguarded. Assistance also is to 
be rendered to the Bureau of Indian 
Affairs in the preparation of plans for 
wild life restoration on Indian reserva- 
tions. This bill was signed by Presi- 
dent Roosevelt on March 10. 


reservoirs 


Robinson Refuge Bill 


This bill, sponsored by Senator 
Joseph Robinson of Arkansas, author- 
izes the President to set aside game and 
fish refuges on the National Forests. 
where the States give their consent. 
This will assure speedy action, because 
it will eliminate the necessity for 
separate legislative enactments for each 
refuge as has been the practice in the 
past. This bill, pending in one form 
or another for years, was signed by 
President Roosevelt on March 10. 

The appropriations for the U. S. 
Biological Survey have been restored 
for the next fiscal year to approxi- 
mately the same amounts as for the 
year ending July 1. Representatives 
of the National Association of Audubon 
Societies, the Izaak Walton League of 
America, the American Forestry Asso- 
ciation, and the American Game As- 
sociation appeared before the Appro- 
priations Committee and _ presented 
pleas for these appropriations, and the 
thousands of letters which poured into 
Congress, together with the efforts of 
the new House Committee on Wild 
Life. induced Congress to restore these 
appropriations. 

Funds for continuing the black bass 
administrative work of the U. S. Bu- 
reau of Fisheries, to check interstate 
commerce in black bass, had _ been 
recommended by the budget, but were 
eliminated by the House. This ap- 
propriation of $13,750 was restored by 
the Senate, and it is believed the Con- 
ference Committee will agree to re- 
tain this item. 

With the support of conservation 
groups generally, the House of Rep- 
resentatives was induced to adopt Con- 
gressman A. Willis Robertson’s (Vir- 
ginia) resolution to set up a committee 
of 15 in the House on Wild Life to 
work with the committee in the Senate. 
The committee was appointed on Jan. 
30, and is headed by Congressman 
Robertson. 
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Bound to Boost 
Your Spring and Summer Sales! 


OWN GO the prices on America’s 

favorite rifles—the popular Reming- 
ton .22’s. And up go the sales in every 
hardware and sporting goods store that 
ties in with this big news. 

And more sales shouldn’t be hard to 
get, for even at yesterday's prices these 
fine rifles offered your customers their 
full money’s worth in perfection of 
design, workmanship and shooting 
quality. Today they are genuine bargains! 

Model 33, for example, is the 
only low-priced rifle made with 
double-locking lugs. Bolt handle, 


Remington, 


sleeve and lugs are one solid piece, per- 
manently locked into bolt, all chromium 
plated to prevent rust. Bolt head is 
shrouded for added safety. No wonder 
this Remington is noted for its smooth- 
ness, fast action, safety and accuracy! 

We're spreading the good news in ad- 
vertising that is reaching millions of folks 
with money to spend. Get ready right 
now for the profit parade. Check your 
stocks. Display these popular Remingtons. 
And write today for booklets and 
other selling helps. Remington 
Arms Co., Inc., Bridgeport, Conn. 


rou PONT 





MODEL 33 


MODEL 33 bolt action, single shot 
Was $7.70. . . . NOW ONLY $5.50 


MODEL 34 bolt action repeater 
Was $17.55 . . . NOW ONLY $12.50 





REMINGTON ANNOUNCES 


REDUCTION 


in .22 RIFLE PRICES 





Here are the NEW LOW PRICES 


MODEL 33 N. R. A. boit action, single 
shot. Was $14.40. NOW ONLY $10.30 


MODEL 34 N. R. A. bolt action repeater 
Was $23.65 . . - NOW ONLY $17.30 


MODEL 24 Autoloader. Was $33.65 ..... NOW ONLY $28.00 








APRIL 


12, 1934 
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7 ways 
tomakemoney 


out of the new education 


Z— 
_ 


Ye 


TARTING in March — and for 6 
months thereafter—the most exten- 
sive educational program yet tackled in 
Electric Table Cookery will be launched. 
The objective is to educate women on 
the efficiency and economy of electric 
household appliances which are designed 
to perform a specific task—to show them 
how they can save time and energy—how 
they can make pleasant, many tasks which 
would otherwise be considered disagreeable. 
Sponsors of this Program are the Edison 
Electric Institute, and the Heating Device 
Division of the National Electrical Manu- 
facturers Association. They have adopted 
the slogan “Electric Table Service Saves!” 
General Electric is pleased to cooperate 
with you in this vast program. And we 
offer you the following 7 ways of getting 


the most out of this program! 





1—Salisbury Waffle Iron. . .$6.50. 2—Hot- 
point Mixer... $22.50. 3—Treasure Chest 
Cooker. ..$9.95. 4—Feather Weight Iron... 
$6.95. 5—Granville Coffee Maker... $6.95. 
6—Bristol Percolator.. . $6.95. 7—Black 
Knight Toaster. . .$3.50. 


GENERAL @ ELECTRIC 
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Out of the Store Selling 


(Continued from page 65) 


dealer himself or his appliance man- 
ager should be available to go out 
with the men when needed. This 
adds more of a personal touch to 
the outside activities and distin- 
guishes it from those of the garden 
variety. One of the most successful 
managers of my acquaintance spends 
half a day or more a week with each 
of his five men. In this way he en- 
courages them and brings business 
which might be lost otherwise. Not 
only do people like to deal with the 
“boss,” but very often he can impress 
them with a sales appeal which the 
salesman may have overlooked. 

Where only a few high-grade men 
are used, or where the inside men do 
their own outside work, store selling 
and the old customer list can generally 
be counted on to produce a goodly por- 
tion of the necessary prospects. In 
fact, the following up of old customers 
and store conversations which do not 
materialize into sales should be the 
dealer’s main object in having outside 
selling of any sort. 

Under the old order of things, it may 
have been safe to wait for folks to 
come back to the store. But not today. 
Competitors are going after the busi- 
ness too aggressively for that. Store 
prospects or even the best of old cus- 
tomers are apt to be lured away and 
lost forever to the dealer who feels he 
is doing his part by having an at- 
tractive store plus good merchandise 
and then waiting for people to come 
to him and buy. Heavy appliance 
volume is seldom built that way. 

Old customers might well form the 
bulwark of the outside activities—at 
the outset at least. Under the proper 
approach, many of them can be in- 
terested in cther appliances. Even 
more important, they will very often 
furnish the names of friends who have 
expressed an interest in their old ap- 
pliance or some new one. Thus, in- 
stead of ringing doorbells in an aim- 
less canvass for prospects, the estab- 
lished dealer is given a decided ad- 
vantage in that his salesmen can spend 
most of their time in directed selling 
to friends of the firm and known pros- 
pects. 

Following are a few brief sugges- 
tions—not rules—for handling outside 
activities: 

(1) Allow each man to reserve his 
prospects for at least sixty days with 
full commissions in case they come into 
the store and buy during that time. 

(2) Insist on regular hours for out- 
side workers and put special emphasis 
on the necessity for night calls. 


(3) Have each man build up a re- 
serve of, say $1,000, to be held by the 
company to insure against forced sales 
or misrepresentation. 

(4) See to it that your outside men 
meet the manufacturers’ representa- 
tives who visit you. They will get 
valuable sales pointers in this way. 

(5) Offer prizes and bonuses dur- 
ing special campaigns. This is old 
stuff, but it still produces results. 

(6) Teach your men to develop 
prospects, not merely to go around 
looking for them. 

(7) Don’t handicap selling by ask- 
ing outside men to make collections, 
too—that is, unless you pay them for 
this additional work. 

(8) Have definite rules concerning 
home demonstrations and _ stick to 
them. Make sure demonstrations are 
warranted before giving them. Then 
see that they are reported on promptly. 
In selling radio, don’t give a home 
demonstration without a down pay- 
ment. Then if the set is unsatisfactory, 
this money can be applied on another 
set—but one that must be bought from 
you. 

(9) Keep in close touch with what 
your outside men are doing. This will 
give you a fuller appreciation of their 
problems; it will keep them on the job 
and it will enable you to help them 
with their work more effectively. 


And, last but not least, here is some 
good advice on outside selling by one 
who is doing it unusually well: 

“When people won’t come in and 
buy, you’ve got to go out and sell,” 
he says. “If you don’t, your competi- 
tion will get all of the business for, in 
the appliance field, outside selling has 
reached its highest point of aggres- 
siveness and perfection. 

“Even today we’re showing a fair 
profit on our outside work—not as 
much as we'd like to see, but good 
when all things are considered. The 
important part about it, however, is 
that we’re paving the way for good 
business in the future when business 
conditions swing back to normal. 

“We find a lot of people who would 
like to buy, but who either hesitate to 
spend the money or who just don’t 
have it. Nevertheless, we keep in close 
touch with them. 

The lion’s share of future business 
will go to those who have been going 
out of the store and thus keeping in 
touch with their prospects at regular 
intervals. That’s only common sense. 
We believe that things will never ‘come 
back’ for the fellow who sits help- 
lessly down in his store and waits for 
them.” 
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Dealer: What’s this... 


Hotpoint Redman: Heck, no! Just the 
hottest selling idea in the mixer line. 


magic? 


Dealer: Talk slower, will you, lightning? 







Ohi 
CP , 
Hotpoint Redman: O.K. Here goes... 
Take the motor in the average mixer. 
Where is it located? At the top—right 
smack over the mixer bowl, and... 


Dealer: Where'd you get that hat? 


Hotpoint Redman: This is a business con- 
ference. Now as I was going to say, this 
G-E Mixer is different in principle, dif- 
ferent in design from any other mixer 
that ever wore a price tag. 


Dealer: All right...but how am I going 


to make money out of a drop of oil? 
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‘*Now is the time to buy.’ 
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“8 MISTER, ! CAN SHOW YOU 
HOW TO MAKE MONEY 
OUT OF A DROP OF OIL 


Hotpoint Redman: Don’t crowd me. I 

was coming to that. Now, take the Gen- 
eral Electric Hotpoint Mixer. Where did 
we put the motor? At the base! Why, 
there’s no more chance of oil dropping in 
food than of an Irishman dropping an H. 


Dealer: Am I catching on, or... 


Hotpoint Redman: Right! The G-E 
Mixer gives you a selling point you can 
drive home for a fare-thee-well! And lis- 
ten to this: The G-E Mixer is now avail- 
able in three color combinations; all 
green; green with cream trim; and cream 
with green trim. 


Dealer: Swell! But—dut—who’ s going 
to know that except us? 


Hotpoint Redman: Millions! Look in the 
May issue of Good Housekeeping and 
Better Homes and Gardens. Look in the 
June issue of McCalls, out early in May. 
You'll see ads that'll practically knock 











ry 







your eye out. If you display Hotpoint 
Mixers in your store and windows—it 
you tie up with those ads—you'll sell 
your share, don’t worry! Now if I were 
you I’d stock . 


Dealer: a I’m’way aheadof you! 
Hey, Gus! when those Hotpoint Mixers 
come in put a couple in the big window! 

Write Section E-404, Merchan- Ww 
dise Dept., 


Bridgeport, Conn. 
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How's the Hardware Business 


(Continued from page 88) 


{nalysis of the 1934 prices on 
guns and rifles, recently announced, 
shows that the changes are not at all 
uniform. Individual makes of double 
barrel shotguns, which were not ad- 
vanced last August, have gone up. The 
Winchester Model 21 and Lefever guns 
are up about 12 per cent, while the 
advance on Western guns, approxi- 
mates 23 per cent. Ithaca double guns 
will average about 1 per cent lower. 
The largest selling grades of single- 
barrel shotguns are from 15 to 20 per 
cent higher. The Mossberg 410 gage 
bolt action Models 70 and 80 single 
barrel, however, have declined about 
5 per cent. * * 


Savage automatic shotguns have 
advanced 10 per cent, but Remington 
Model 11 automatics remain unchanged. 
Prices have not been altered on the 
standard grade Remington Model 31 
and Winchester Model 12 repeating 
shotguns, although the target grade of 
the Model 31 has advanced approxi- 
mately 22 per cent. Sharp competi- 
tion, rather than manufacturing costs, 
is responsible for the 20 to 25 per cent 
lower prices announced on Remington 
Models 33 and 34 rifles, also on Iver 
Johnson Model 2X, Winchester Model 
60, Savage 3 and Stevens Model 419 
bolt action .22 caliber rifles. The simi- 
lar models in the Mossberg and Spring- 
field brands have gone down corre- 
spondingly. All of these rifles appear 
to be underpriced, costs considered, so 
it is expected there will be a decided 
increase in the demand so long as the 
prices continue. 

* * * 


Steel animal traps in certain 
sizes are scheduled for further advance 
about May 1. The manufacturers have 
found that the 1934 prices, announced 
recently, are not high enough on the 
sizes 0, 1 and 1% long spring and 
jump traps, which will have to be put 
up approximately 10 per cent more. 

* ” * 

Prices on window glass are ex- 
pected to advance promptly on signing 
of the code. Higher labor costs are 
said to justify an increase, and dis- 
tributors have been hurrying in their 
orders. Turpentine advanced 2c. per 
gal. March 23, maintaining its record, 
this year, of frequent fluctuations both 


ways. * * * 


On kitchen woodenware, severe 
competition among the manufacturers 
has held back a large share of the 
mark-up justified by the heavily in- 
creased cost of lumber. Mopsticks 
have been advanced to the jobbers, 
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but the mark-up to the retailer has 
been only partial. Mop prices are very 
firm, and distributors consider further 
advances not likely. 

* * * 

On cotton filter discs, effective 
April 1, the largest maker has with- 
drawn the special discount in effect 
since Feb. 15. As the reduction was 
not justified by the cost of raw ma- 
terials and labor, jobbers expected it 
to be of short duration, and have gen- 
erally covered their requirements. 
Government and local regulations for 
the handling of milk are becoming 
stricter, and there is a consequent large 
increase in the use of strainer discs. 

* * * 

Cotton glove manufacturers 
have advanced prices about 714 per 
cent, the first, they say, of a series of 
advances which will probably be neces- 
sary. * * * 

Eveready-Columbia ignitor and 
B batteries have been reduced in price, 
ranging from 20 per cent or more on 
the better grades, to about 5 per cent 
on inexpensive grades. 

* & * 

Electrical wiring device prices 
have been undergoing a general read- 
justment, many items being reduced 
from the sharply higher levels of last 
year. Makers of insulating tape have 
stiffened their price structure by the 
withdrawal of a number of quantity 
differentials, affecting the larger pur- 
chasers. + & * 

Business in Texas and Louisiana 
is showing marked improvement, ac- 
cording to Theodore C. Rose, sales 
manager, American Handle Co., Jones- 
boro, Ark. Mr. Rose recently had a 
very successful trip through the states 
mentioned, finding wholesalers selling 
more merchandise than for three years, 
and having more future orders booked 
than they have had altogether during 
the past two years. 

ee 

Steel chain sales in the South 
have doubled within the last four 
months over the corresponding period 
of a year ago. The demand for agri- 
cultural chains has shown marked im- 
provement, with agricultural manufac- 
turers and railroads buying more 
freely. The chain industry is now co- 
operating under a code; prices are 
being well maintained, and further 
sales improvement is expected during 
the remainder of the current year. 

* * * 

Screen door and window screen 
business is being placed very much 
later than usual this year, due to the 


fact that many dealers have not speci- 
fied for their spring shipments to be 
shipped in pool cars, as has been the 
case for many years. An unusually 
late spring has also further delayed 
orders. In view of this, manufacturers 
are urging wholesalers and retailers 
to place definite specifications at once 
in order to secure screen goods in time 
for the opening of the screen season. 
It is pointed out that the first few days 
of warm weather will result in a heavy 
consumer demand, and that firms who 
have not anticipated their require- 
ments will probably be unable to 
satisfy the resulting demand, and may 
also have difficulty in obtaining im- 
mediate delivery on orders placed dur- 
ing the peak of the screen season. 
* * * 


General sales reports for the 
last week in March, according to Dun 
and Bradstreet, indicate a volume of 
retail trade 70 per cent above the ex- 
tremely low levels of a year earlier, 20 
per cent above 1932, and only a little 
under 1931. The week was marked by 
the easing of labor tension. 

* * & 


The Federal Reserve Board's 
menthly survey for February and early 
March, showed industrial production, 
employment, payrolls, and freight move- 
ments all had gained during the month. 
Increases of more than 6 per cent in 
the number of wage earners employed 
and nearly 14 per cent in payrolls were 
reported. The American Federation of 
Labor estimated March 27, on the basis 
of trade union reports, that over 350,000 
men and women returned to work in 
industry during February, and that dur- 
ing the first half of March employment 
continued to gain at about the February 
rate, both in “heavy” and consumer in- 
dustries. These gains indicate that ac- 
cumulated buying power is taking effect. 
The federation’s figures showed 11,374,- 
000 out of work in industry in February. 


* * * 


Building construction figures for 
the first half of March, reported by F. 
W. Dodge Corp., indicated that awards 
were 55 per cent in excess of those made 
in the entire month of March, 1933. 
and only 4 per cent below the February 
total. While the increase came chiefly 
through government financing, a moder- 
ate gain also took place in private proj- 
ects. Another increase in new business 
was reported by 1349 lumber mills, for 
the week ended March 24, to the Na- 
tional Lumber Manufacturers Associa- 
tion. Orders for the week totaled the 
highest with one exception, since last 
November. The American Iron and 
Steel Institute estimated steel ingot pro- 
duction for the April 2 week at 43.3 
per cent of capacity, compared with 
15.7 per cent last preceding. 
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The Hunt’s on for 


JUNE Bridal Gifts 


To suggest the Gift all 
Brides appreciate —feature 
these Pyrex Ovenware items 


HERE will be a million weddings 
this year—a million kitchens to 





Popular $1.00 Combination. One 91¥%4" Casseroles with Utility Lid. Three Sizes. he furnished 
Pie Plate. One 8-oz. Measuring Cup. Retailing from $1.00 to $1.65. o nee 
Six 4-02. Custard Cups. April and May especially see thou- 


sands of women hunting for “interest- 
ing’ and practical wedding presents 
for their June bride friends. 

Put your windows to work to draw 
in this trade. Cash in on a gift that’s 
sure to delight any bride—a gift that’s 
big value for little of the buyer’s money 
—Pyrex Brand Ovenware. 





And it will pay you to allot a special 


Plain Gift Set. Ten pieces. Retails for Teapots, three styles for every taste. Re- : ee we : 
te , — soph poten table in your store . . . devoting it 
$2.95; Decorated $4.45. tailing from $1.00 to $2.95. : & 


solely to the display of Pyrex Oven- 
ware June Bridal Gifts. Feature 
the Pyrex Ovenware items shown 








— ae in this advertisement. They’re the 
- oy, - most popular with brides. 


—s=~ 


y — ae => L’se the beautiful counter 
w “—s ww? \ <= - ; . 
7 sts jveeverrer™ We, card shown below as an ef- 

soo Lee Son : , gira ae ; 

a a fective “hint”... It’s bound 
to get the attention of 


women! 





New decorated Pyrex Ware. Retails for 


15¢ and up. ® 


Pyrex 


T-M Reg. U. S. Pat. Off. 


Ovenware 


Corning Glass Works 
Corning, N. Y. 


"Tie attractive counter card 
makes an effective centerpiece for a 
display of Pyrex Ovenware on a 
small table in your store. Try it for 
ready sales of Pyrex-Ovenware-for- 


Bridal-Gifts. ° 
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Atkins and Simmons Issue Statements 
On Sales Policies Under NRA 


OR many years, retailers have 

smarted under a competitive 

situation very difficult of solu- 
tion. In every town, large industrials 
buy large quantities of materials and 
supplies, either from other manufac- 
turers or from wholesalers. This 
business contact often led to em- 
ployees of the industrial purchaser 
buying consumer goods for personal 
use at wholesale prices. Most manu- 
facturers and wholesalers frowned on 
this practice but seldom were able to 
curb it. In the basic wholesale code, 
the “price differentials” and “protec- 
tion to retailers” clauses outlaw such 
practices, pretty much to the complete 
satisfaction of the entire hardware 
industry. Shortly after the approval 
of the basic wholesale code, N. A. 
Gladding, first vice-president and di- 
rector of sales, E. C. Athius & Co., 
Indianapolis, Ind., and L. C. Cran- 
dall, president of Simmons Hardware 
Co., St. Louis, Mo., issued appropri- 
ate policy statements covering this 
problem. One writes as a buyer and 
the other as a seller of industrial ma- 
terials and equipment. Both seek the 
same objective. Being of general 
trad interest we are publishing both 
letters. Mr. Gladding addrssing the 
hardware and supply trade writes as 
follows: 


Mr. Gladding’s Letter 


“Referring to the code of fair com- 
petition for the wholesale and retail 
hardware distributors’ associations, it 
is our understanding that they both 
contain articles suggesting, if not re- 
quiring, that the wholesalers shall not 
sell to an ultimate consumer at whole- 
sale prices, thereby protecting the re- 
tailer in the performance of his legiti- 
mate function of providing for the con- 
sumers’ demands. 

“It being our desire to do everything 
we possibly can to protect both the 
wholesaler and the retailer in their re- 
spective spheres. we wish to announce 
to the trade that. effective at once. and 
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“Protection to Retailers’? Clause in Basic Wholesale Code 


Prompts Policy Statement of Compliance from Prominent 
Manufacturer and Wholesaler Showing Both Sides of Prob- 


lem in Connection with Industrial Sales. 


with the exception of such merchandise 
that we need for the maintenance of our 
plant and the material that enters into 
the manufacture of our products, that 
neither the officers nor the employees 
of E. C. Atkins and Company will en- 
deavor to purchase any item at whole- 
sale price, nor will they ask the retailer 
to cut his regular price on any merchan- 
dise that the officers or the employees 
of E. C. Atkins and Company desire to 
purchase. 

“We are taking this stand not from 
either a selfish or an unselfish stand- 
point, but purely from a desire to be 
patriotic and helpful in the mainte- 
nance of the standards of right and 
fair dealings which the wholesale and 
retail merchants throughout the coun- 
try are now striving so hard to set up 
under the rulings of the National In- 
dustrial Recovery Act. 

“We do not think we need to en- 
large upon this attitude that we have 
assumed other than to express the hope 
that same will be fully appreciated by 
our friends in the trade throughout the 
country. 

“In addition to the above, we wish to 
kindly remind the trade that we believe 
we were one of the very first manufac- 
turers in the United States to take a 
firm stand for suggested resale prices 
for the wholesaler to the retailer and 
for the retailer to the consumer, 
and for fifty years have done our ut- 
most to maintain that policy of distri- 
bution of our products, and even 
though we have not always been sup- 
ported by our distributors as thorough- 
ly as we would have liked, yet we have 
no regrets today for having been con- 
stant in this position. It is, therefore, 
our pleasure to continue to cooperate 
with the wholesale and retail distrib- 
utors along these lines as laid down 
in their NRA codes.” 


Mr. Crandall’s Letter 


From the standpoint of a wholesaler, 
Mr. Crandall’s letter to industrial ac- 


counts is very interesting. It reads as 
follows: 

“The official wholesale code, signed 
by President Roosevelt Jan. 14, con- 
tains a trade practice ruling that con- 
cerns companies, such as yours, in pur- 
chasing merchandise wholesale. 

“Tt is our desire, of course, to com- 
ply wholeheartedly with all the provi- 
ions of the code. We are, therefore, 
bringing this particular ruling to the 
attention of our good friends in the 
industrial trade, believing that all are 
eager to cooperate in support of bet- 
ter trade practices in which we are all 
profoundly interested. 

“Section 10 under Article VII (Trade 
Practices) of the code, under which we 
now operate, reads as follows: 

‘Protection to Retailers—It shall be an 
unfair trade practice for wholesalers who 
secure a substantial portion of their busi- 
ness from members of the retail trade to 
enter into competition with retailers by 
selling merchandise at wholesale prices to 
ultimate consumers for personal use or to 
sell to civic, institutional, and/or similar 
types of wholesale customers, merchandise 
for the personal use of employees of such 
customers. Nothing in this section, how- 
ever, shall prevent bonafide sales by such 
wholesalers to their own employees of mer- 
chandise that is for the personal use of 
such employees.’ 

“We shall continue earnestly to so- 
licit your patronage and shall be happy 
always to serve you for your plant and 
manufacturing requirements. We are 
better equipped today than ever before 
to execute your orders promptly and 
efficiently, and I give you my personal 
assurance that they will command our 
best attention. 

“We take this opportunity to thank 
you for the business which you have 
given us and to express the hope that 
the codes under which you operate, as 
well as those under which we operate, 
may contribute to the benefit of all who 
are engaged in the manufacture and 
distribution of merchandise.” 
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pring sells these Unique Nails! 
Parker-Kalon Hardened Masonry Nails are to be put up. Roofs, gutters, etc., need 
used the year round by tinners, plumbers, repairs. Masonry Nails make it simple to 
electricians, handymen, etc. But, Spring do these fastening jobs, for it is only 
brings new needs necessary to ham- 
for this simpler, mer them in. 
cheaper, yet secure mer them into the 
means of fastening masonry. Five sizes 
ode to brick, mortar, con- —5/32” x 1”, 3/16” 
ent crete. Awnings, trel- x 14", 44" x 1h”, 4%” 
lises, vines, etc., need x 2”,4"x 244”. Put up 
‘ob- hanging. Radio aerials have in boxes, 100 of a size. 
iS as . 
These PARKER-KALON Products are ALWAYS needed by Mechanics and Handymen 
yned ; 2 
con- Genuine Parker-Kalon Hardened Self-tapping Sheet Metal Screws 
_— Known throughout the metal working industry as the a plain drilled or punched hole . . . it forms a thread 
ail easiest, quickest, cheapest means of joining sheet in the metal . . . makes stronger, as well as cheaper 
metal or making fastenings to sheet metal, and other fastenings than machine screws, bolts and nuts, etc. 
om- materials described below. The Screw is turned into Used by furnacemen, tinsmiths, auto repair shops, etc. 
rovi- 
‘ore Type “A”—for Type “Z”— 
the making fasten- SHUR-GRIP File Handles for fasten- 
the nings to sheet Screw-on, Hold fast, Won’t split Also made ing to sheet 
metal up to 10 Screw-on, Stay on. Unique die firmly for Solder metal from 
are Mad locked in the handle (see sectional view) Trons 28 gauge to 
bet- — =— cuts a thread on tang of file as handle is 6 gauge, 
- all in a wide screwed on. Cannot loosen or come off— onl ve > 
range of sizes, yet can be unscrewed, like a nut from a lene onl 
ot and various bolt. Shur-Grip File Handles never need _ * 
—_ finish ith pounding on... don’t crack or split and so die cast- ce 
we — - outlast many ordinary handles. Four sizes, to ings, Bakelite, ete. Wide 
4 head styles. Packed in fit all files from 3” to 18” in length. Packed range of sizes, various fin- 
an boxes, one gross or 1000 of ‘a dozen of a size in a box; also in assortment. ishes, 5 head styles. In boxes, 
vie a size. 1 gross or 1000 of a size. 
. 90c Wing Nut Assortment brings you $3.30 Self-tapping Repair Plugs—Stop leaks in pipes, 
. ains 108 bright nickel plated Parker-Kalon Cold-forged boilers, radiators, etc. Simple, effective. It forms a thread in 
; " Wing Nuts in Same and tappings commonly used on hundreds the metal and draws up gasket to seal hole tight. 48 cadmium 
- to of home, office and shop devices. Costs only 90c * . . . brings plated plugs (4” to V4” sizes). 
tue you $3.30. Costs $1.95* . .. brings $4.30. 
lise * PRICES quoted are F.O.B. New York. A REPAIR PLUGS 
uch 
ae Cold-forged 
ner- Wing Nuts 
of and Thumb Screws 
Made by a new process. Neater in appearance, 
so stronger, better finished, accurate and uniform. 
ppy Free from flaws and defects. A complete range 
ind of sizes. 100 of a size to the box. Compare quality 
‘ne and price with what you now buy. 
ore 
and ‘ : : , . 
al Prices and full information on any item will be sent promptly i ; 6 
na on request. 
our 
- = ETO 
nee DISTRIBUTED ONLY BY RECOGNIZED JOBBERS — For names of nearest Jobbers mail this coupon to 
hat PARKER-KALON CORPORATION, 192 VARICK STREET, NEW YORK. 
ai Refer me to jobbers of Hardened Self-tapping Sheet Metal Screws Hardened Masonry Nails Shur- 
J pping y O 
i Grip Handles [1] Repair Plugs (] Wing Nuts and Thumb Screws. 
vho 
sal Name a estes eee be iehetnccais tole tanttediigte waconsat DO psi oriicntsertadansephceetbadcs acces dakcahiat tube sca aimed conse 
MIO: = 55 aicssnitispsncusdotaea bsatbencsbatadaapotantestibacesonid cited DiaSicas eo Adaaababi cladistic dlbansohindanleteiestakiduatcpa? dail eepieliaiatade 
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The World's Best 
Quality Customer—The Indian 


LTHOUGH his requirements are 


few, the world’s best quality 

customer is the Indian, who 
knows what he wants, and knows what 
he gets. The Indian knows and un- 
derstands a cutlery edge, appreciates 
a kettle that won't chip (seamless 
copper was once the standard), picks 
a mill bastard for the ring of good 
material, and refuses to buy a cheap 
axe that will chip with the frost, or 
shatter on a hardwood knot. 

\ few years back in Pelican Nar- 
rows, a northern Saskatchewan trad- 
ing post, a crack rifle shot traveled 
through the country demonstrating an 
inferior brand of ammunition. I 
knew the make quite well, having 
given it a trial once before. There 
was a heavy import duty on Amer- 
ican goods, and I thought this man’s 
ammunition might turn out to be just 
as good, considering the protection 
afforded by high tariffs. 

But the ammunition was not uni- 


By ASEL NIELSON 


form, shooting high or low according 
to the velocity of individual rounds. 
Besides this, the bullets developed 
strong ‘antics’ in cold weather, 
splitting wide of the mark, and doing 
plenty of progressive damage to a 
good rifle. The ammunition was con- 
demned, and one trader, at least, that 
I know of dumped the stuff in fifty 
feet of water. 

But the demonstrator was a mighty 
fine fellow, and a good salesman, too. 
The plant had changed hands, he 
said, and the quality improved, a 
thing that he set out to demonstrate by 
good marksmanship. As the Indians 
lined up on the shore, they had to 
admit that the ammunition salesman 
could shoot, but when the sales talk 
was interpreted to them, one of their 
number handed the crack shot a box 
of American-made shells: 

“You can do still better with these,” 
said the Indian. 

Afterwards, I was subjected to a 


w 
JAW. he: 


Revillor J 
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high pressure sales talk; but I wasn’t 
convinced, although the salesman’s 
personal qualities almost tempted me 
to sign a small order. 

“Sell the Indians, and I will buy,” 
was my last word. 


\ 
\. 
Lac du Brochett Post \ 
in Northern Canada. RY 
Photo by the author | | 
of this article. fs 
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He. GREATEST NAMES: 
FLOOR SURFACING: 
DURUNDUM 
Speed-grits 
DURITE 
BEHR-MANNING 
GARNET 






50 Yard Rolls e Thrift Rolls « Special Cut Sheets 


Enjoy the repeat busi- Our GARNET Paper for 
ness that comes only from softer woods, and DURITE 
Paper for special work such 
as marble, terrazzo, etc., have 


satisfied customers. DURUN- 
DUM is a name known from 
been standard for years. 


Thrift Rolls 


Speed-grits is a special Short Length THRIFT 


coast to coast wherever floors 
are sanded. STANDARD for all 
quality work. 





combination (paper-cloth 
backing) for heavily varnished 
old floors. Made in the two 
coarsest grits available—20-3} 
and 16-4 ‘“‘Openkote.”’ Indis- 
pensable to every complete 
stock of Floor Abrasives. 


ROLLS met with instant ap- 
proval in the Floor Surfacing 
Trade. Material enough for 
10 covers, a most convenient 
economical package. DURUN- 
DUM and Speed-grits are 
available in THRIFT ROLLS. 


Take Advantage 
of the 
Profit Possibilities 


in RENTAL SANDERS 





Die-cut sheets for Special Machines in Convenient Packages 





India Oilstones for the Carpenter 


Spring, when the Carpenter is re- 
fitting his tool chest, is the ideal time to 
PIKE check his sharpening stone equipment. 
When you offer him INDIA Oilstones, you 

are recalling to him an old friend. INDIA 

is known to Master Carpenters the world 

= — over for its fast cutting, long wearing 


NORTON COMPANY / 
¢ (see) 


NORTON 





BENCH STONES 
GOUGE SLIPS 
ROUND EDGE SLIPS 









ouentin cA qualities. COARSE ‘MEDIUM: FINE 
Ask a \BRASIVES © 
Your Way BEHR-MANNING « TROY, N.Y. 
Jobber Manufacturers of Quality Coated Abrasives Since 1872 


SALES REPRESENTATIVES IN U.S.A. FOR NORTON PIKE PRODUCTS 
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It developed that the other traders 
had agreed to stock the Canadian 
brand exclusively. The understand- 
ing was, as I later discovered, that 
no American shells were to be sold 
by any one, which meant forcing the 
Canadian product on the Indians at 
a profit to the traders, who intended 
to maintain the retail price level with 
inferior and cheaper goods. I don’t 
know if the salesman in question was 
guilty of telling the other traders that 
I had agreed to this proposition, but 
I was blamed for welching on an 
agreement to which I was certainly 
never a contracting party, for I or- 
dered American shells as_ usual, 
only to find myself sold out alto- 
gether too early in the season. Goods 
cannot be gotten on short notice in 
the North country, where summer 
traffic ends in September, and winter 
freighting does not start until the lat- 
ter part of December. I was sold out, 
and the Indians had to buy inferior 
ammunition at racketeering prices for 
a spell. 


I never could sell anything but 
quality merchandise, which probably 
ranks me as a poor salesman. Qual- 
ity goods carry a smaller margin of 
profit, and create sales resistance by 
virtue of a higher price tag. But qual- 
ity goods draw satisfied and intelli- 
gent customers. It is a pleasure to 
do business with this class of people, 
and I would rather keep my con- 
science, and take some pride in a 
business, than travel the opposite 
road for bigger profits, more grief, 
and disgusted customers. 

My craze for quality goods got me 
into trouble once. That was North 
of Grouard, Alberta, in the Buffalo 
Head Hills among Pagan Indians. | 
was in the employ of Revillon Freres 
at the time, and upon taking charge 
of the Post, discovered the inventory 
shy on stoves. In fact, there wasn’t 
a stove of any sort in stock, a matter 
speedily remedied by sending in for 
an assortment of camp stoves, cook 
stoves and heaters, specifying the 
best obtainable. 


The post was closed up three years 
later, the influenza epidemic having 
picked off most of the customers, and 
the entire stock of stoves was shipped 
back to civilization, as not a single 
one of them had been sold in all that 
time. The stoves represented a large 
investment considering the turn-over, 
money tied up for three years, just 
because the Pagans built mud chim- 
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neys and fire places, holding the 
oxygen eaters unhealthy, and spiritu- 
ally unclean! 

Indians will buy cheap Jim-racks 
at Treaty time, always providing the 


articles are of no use anyhow, buying 
merely out of curiosity. But when it 
comes to staple lines, the Indian is 
a stern customer, and there is nothing 
“just as good.” 





Perhaps You Are Out of Step 


(Continued from page 62) 


good merchandising and good ser- 
vice. As the farmer’s needs changed, 
it changed lines, gradually specializ- 
ing in the farm implement, tool and 
equipment field. 

Seven years after it started, the 
firm moved into the present store. 
More lines and stocks were added, 
but there were few changes in the 
store. It became a familiar stamping 
ground for the men of the community. 

Which raises the natural question. 
Did all these sudden changes have 
an adverse effect on Brown’s estab- 
lished trade? Not at all. His cus- 
tomers were keenly interested, even 
proud of the progress displayed by 
“their” store. For years, Brown had 
encouraged men to use the back of 
his store as a meeting place for a 
quiet talk and a smoke. The new 
displays were tactfully arranged so 
that “Brown’s Club” could still 
gather there whenever they wished. 
Brown knows where aggressiveness 
and efficiency leave off and personal 
relations begin. 

He makes a particular point of 
that “human touch” in merchandis- 
ing. He is making a special effort 
to impress on his customers that no 
matter what changes have been made 


in the store, the personality behind 
it has not altered. 

Brown advertises in the local paper 
on a year-round basis. He devotes 
far more attention to window adver- 
tising than most small dealers, be- 
cause he believes that “seeing is far 
better than hearing” as a sales force. 

For several years, Brown had con- 
templated changes to meet the future. 
The full force of the depression held 
him off for awhile. When his partner 
retired from the business last year, 
he was free to try out his plans. Al- 
though they have been in action only 
a few months, he has found business 
increasing in all his old lines and 
has new business and new customers, 
an indicator of fairer weather ahead. 
In answer to the question: Aren’t you 
worried about having changed now, 
considering the uncertainty of the 
future? he replies: 

“T still have faith in the future of 
this country, and my community. I 
know that business is improving. We 
in the small town are better off than 
those in large cities. Farmers are 
getting better prices. They are re- 
placing worn-out equipment, buying 
new farm and household appliances. 
In a sense, they are starting afresh, 
and I’m going to start with them.” 





Winchester Offers Catalog 
on Double-Barrel Shotguns 


Describes and illustrates the building of 
these double-barrel shotguns. Catalog 
which is titled “The ‘2000-Proof’- Win- 
chester Model 21 Duuble Shotgun,” shows 
close-up views of the gun with breech 
open, frame, ventilated rib, beavertail 
forend, and styles of engraving. Inside 
cover pages are reproductions of art 
photographs of complete guns, that on in- 
side of front cover is a skeet gun of 20 
gage, for skeet and field shooting; that on 
the inside of the back cover a trap shoot- 
ing and wildfowl gun of 12 gage. Frontis- 
piece is a close-up of a custom built 20- 
gage field gun, attractively ornamented. 
All illustrations in two-color duotone, black 


and brown. Winchester Repeating Arms 
Co., New Haven, Conn. 





Issue Data Book 
on “Dowmetal” 


Explains this light metal which may be 
fabricated by processes common in in- 
dustry. A description is given of accepted 
shop practice. Various available forms of 
“Dowmetal” are listed and described, such 
as sand or die castings, extruded shapes, 
forgings, sheet, plate and strip. Methods of 
welding, riveting, forming, machining are 
discussed in detail, with much informa- 
tion on designing and finishing. Dowmetal 
Division of The Dow Chemical Co., Mid- 
land, Mich. 
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OUNDS like a fluke? Well, it’s not. It’s just what 
happened at B. Altman & Co. of New York City, 
when aggressive selling was put behind Bissell sweepers. 


So aeee Did it pay us to get behind Bissell’s 
Sales Promotion Plan? It certainly did! Why, in 
the first 30 days we sold more Bissells than we had 
sold during the entire previous twelve months. The 
only difficulty was that we sold out five times—we 
even had to sell the ones we had on display! This 
plan definitely put our sweeper section back on its 
feet, and with an average unit sale of nearly $7.00.” 


We’re quoting a letter from B. Altman & Co., New 
York. And similar results are being obtained by scores 
of wide-awake merchants who are stepping up their 
Bissell sales because they recognize the Bissell as a sure- 
fire attraction all the year round. 


They know that the Bissell is backed by experi- 
ence .. . that it is a sweeper of proved worth. They 
know it is the only sweeper backed by national ad- 
vertising. A sweeper with the highest profit per 
unit sale, supported by substantial markup, without 
offsetting markdowns. They recognize the Bissell 
as an item with a quick turnover . . . and unusual 
customer satisfaction. 


Get the Bissell story . . . write us today. We have 
available modern display material which we will gladly 


furnish—free—upon request. 


It will pay you—as it has others 


BISSELL CARPET SWEEPER 


COMPANY W 


Grand Rapids, Michigan 


New York Office and Export Dept.—46 W. Broadway, NewYork 
APRIL 12, 1934 
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every tack a good tack 
exact length-uniform 
heads - needle-sharp 
points — 1007 usable. 





Ask your jobber 





W.W. CROSS? CO. INC 
EAST JAFFREY NLH. 
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ats New 


for Retail 


Hardware Stores 


Complete Atlas Line 
In “Flat Style” Boxes 


The \ lb. boxes are now used for: Atlas 
carpet and upholsterers’ tacks, “Invincible” 
wire carpet tacks, “Honest Weight” carpet 
tacks and Fairco Cobblers’ nails. Each item 
is packed in an attractiye display carton 
that acts as an cffective demonstration kit 
yet requires very small counter sp~.e. Care 
has been taken in redesigning these boxes 
to retain the identity of each item. Jobber 
and trade circulars available for imprinting 
from Atlas Tack Corp., Fairhaven, Mass. 


Coleman 1934 Model 
Camp Stoves 

Have operating improvements as well as 
improved appearance. One of the outstand- 
ing features is the fuel tank made of Ever- 
dur, a special alloy metal which is said 
never to rust nor corrode. These tanks are 











now standard equipment on all Coleman 
models. Model 6F, illustrated, is a sturdy, 
serviceable model listing at $5.95. The en- 
tire line is designed to “light and cook like 
gas.” Coleman Lamp & Stove Co., Wichita, 
Kan. 


Baker “*‘Usa-Brush” 
Counter Display 


In five colors carries an assortment of 
three convenient “touch-up” and general 
utility brushes—in % im., 1 in. and 1% in. 
widths. Brushes are firmly fixed in container 
but may readily be lifted out for examina- 
tion. Brushes have two tone polished red 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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and black handles and nickel ferrules. “Usa- 
Brush” assortment display illustrated. The 
same company offers the “Wall-American” 
and “Wall-Purpose” assortments, contain- 
ing 3 in., 3% in. and 4 in. metal bound 
wall brushes. ° Brushes in these two series 
have pure Chinese bristles, vulcanized in 
rubber, nickel ferrules, two tone red and 
black polished handles. The three displays 
have spaces provided for visible pricing. 
Baker Brush Co., 83 Grand St., New York 
City. 


Premax Floating Head 
Sprinkler Model 101 


Entire revolving head is lifted vertically 
on spindle by accumulation of water. Cush- 
ion of water forms top bearing on which 





entire head rests and revolves. Amount of 
water in chamber is maintained uniformly 
by relief hole. Hole is uncovered as head 
rises and as soon as chamber is filled any 
additional water entering escapes at once. 


Hence head can rise no higher. Simple 
turn of one nozzle regulates the sprinkler— 
fast or slow-fine or heavy mist. All seven 
parts rustproofed. Large base, light weight. 
Designed to operate on any pressure. Indi- 
vidual three-color display cards available. 
Premax Sales Division, Chisholm-Ryder Co., 
Inc., Niagara Falls, N. Y. 





Gilbert & Bennett Offers 
Window Display Piece 

Printed in attractive colors this display 
piece advises consumers to “Screer Now.” 
In back of the fine house shown is a piece 
of Pearl screen wire cloth, part of it being 
magnified to show copper wires in the sel- 
vage. Illustrated also is the tag placed on 


SCREEN WIRE 
CLOTH \ 





each roll of the screen wire cloth. Five 
talking points are given on one end of the 
display piece, which is now available for 
distribution. The Gilbert & Bennett Mfg. 
Co., Blue Island, Il. 


Issues Booklet Titled 
“Bakelite Molded” 


Contains forty-eight pages of information 
with illustrations showing the latest achieve- 
ments in Bakelite molding materials. Writ- 
ten simply it telis what Bakelite resinoid is, 
describes molding processes, molds, ma- 
chining, etc. In addition it tells the prop- 
erties of Bakelite, and lists the forms in 
which Bakelite products are manufactured 
and furnished to manufacturers as a raw 
material. Copies available from Bakelite 


Corp., 247 Park Ave., New York City. 
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Cool Spot 10 Inch 
Induction Fan 


Built in two types, straight and oscilla- 
tor, new design. Air delivery 500 cu. ft. 
per minute; motor, Signal 2 pole, 2 coil 
center drive. Cast iron base to prevent 
“creeping,” aluminum blades, cadmium 
rust-proof guard and _ one-speed toggle 





switch. Black satin finish. On oscillator 
type, gears are enclosed and well lubricated. 
No radio interference, says the maker. For 
A.C. 110 volts, 60 cycles, only. No. 510. 
straight type, list $5.75. No. 560, oscilla- 
tor type, $7.50 list. Signal Electric Mfg. 
Co., Menominee, Mich. 


Heller “Double-Duty” Glass 
Band Convertible Header Table 


No. 58, illustrated, has solid oak rub-rail, 
plywood top, bottom and pedestal. Shelf 
in rear for storage of surplus stock. Medium 
gloss oak varnish finish. Heavily construct- 
ed. Bulb-edge glass compartments may be 
used on top. Full vision of all items is 








given. Top may be used flat or slanting. 
Measures 7 ft. long, 30°%4 in. wide, 33 in. 
to top of wood rub rail. No. 59 side table 
of same dimensions is also new. In rear 
there is shelving for surplus storage. W. C. 
Heller & Co., 42 Gill St., Montpelier, Ohio. 


“Hotpoint” Symphony 
Electric Range 


Finished in white or cameo ivory por- 
celain enamel, with stainless porcelain 
enamel cooking top and working surface, it 
is mounted on a black baked enamel steel 
base that is set back to provide toe space. 
Handles and switches are also black. 
Large oven placed to right of cooking sur- 
face is below working top. Equipped with 
Hotpoint sliding shelves. In addition to a 
warming compartment it has two utility 
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drawers. Time and temperature are con- 
trolled automatically. Cooking surface has 
two 6-in. and one 10-in. Hi-Speed Calrod 
units and a thrift cooker. Edison General 
Electric Appliance Co., Inc., 5600 W. Tay- 
lor Street, Chicago, III. 


Display Stand For ~* 
“Speed King” Skates 


For showing one dozen pairs of “Speed 
King” roller skates. This display holds the 
skates in a position enabling the customer 


\ pct KING SKlpy 


HUSTLER 
PORATION 





to examine the construction of them. 
Dealer may make sales direct from the 
dsplay stand. Hustler Corp., Sterling, Il. 


Stewart “Foldwell”’ 
Metal Folding Chairs 


For interior and exterior use are 
securely braced with all connections 
riveted. Easily opened and closed by lift- 
ing or lowering seat. The maker states 
that these chairs can not tip or collapse 
even when pressure is applied at extreme 
outer edge of seat. Available in variety of 








finishes including: brown, jade green, 
gold, mahogany, red or for exterior use in 
aluminum. Available with fabricord, leath- 
erette, wood or all metal seats. Chair il- 
lustrated is one of most popular of less 
expensive designs offered. Complete litera- 
ture and information aavilable. The Stew- 
art Iron Works Co., Cincinnati, Ohio. 





Browning Gun Blueing Solutions in Home Kit 


Includes all equipment necessary for re- 
blueing guns at home except container for 
water. This kit includes: copy of complete 
instructions, bottle of solution No. 1, bottle 





of solution No. 2, pair of heavy rubber 
gloves, two sheets No. 42 emery cloth, two 
sheets No. 00 emery cloth, two sheets cro- 
cus cloth, four wooden doll plugs, one ball 





No. 000 steel wool and one ball of ab- 
sorbent éotton. Sold to dealers only in 
cartons containing three complete home 
workers’ kits the dealer cost being $8.30 





Brownmd 
WOME k 
WORKER'S ” 
GUN 
BLVEING 
KIT 
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per carton. Additional discount allowed on 
quantities of 12 kits (4 cartons) 5. per 
cent. Suggested retail selling price per kit, 
$3.95. Browning Arms Co., St. Louis, Mo. 
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Ilg Issues Booklet 
“Sensible Ventilation” 


Illustrates and describes Ig installations, 
by use of photographs and diagrams. 
School, industrial, store, apartment and 
other installations of ventilating and air 
conditioning equipment are shown. Ilg 
Electric Ventilating Co., 2850 N. Craw- 
ford Ave., Chicago, III. 


Peters’ “Filmkote” .22 
Rim Fire Cartridges 


“Filmkote” lubricant is a secret process 
that reduces wear on the barrel, improves 
functioning, leaves no residue and insures 
a uniform barrel condition which is an aid 
to increased accuracy says the maker. Said 
to be stable under extremes of atmospheric 
conditions. Packed in new color com- 
bination of silver and black. Peters’ also 
offers a new .22 Long Rifle target cartridge 
known as the “Dewar Match” a “super- 


_\ 22 LONG RIFLE 
P | DEWAR MATCH 
RUSTLESS 


. 2 LONG RIFLE 
rT FILMKOTE 
RUSTLESS 


22 lone RIFLE HV 
ILMKOTE 


HICH VELOCITY 
RUSTLESS 





fine accuracy cartridge” for indoor and 
outdoor target work. Furnished in Film- 
kote or standard lubrication. In new gold 
and black label packages. “Wimbledon 
Match” is a new .22 Long Rifle high 
velocity target cartridge offered especially 
for outdoor long range accuracy up to 
300 yards. In Filmkote or standard 
lubrication. Packed in gold and blue label 
packages. The Peters Cartridge Co., 
Kings Mills, Ohio. 


American Stove Offers 
Four New Series 


Including one Monel Metal series of 
Magic Chef ranges. Series 1900 has a 
new elevated broiler, permitting broiling 
operation independent of any baking opera- 
tion being controlled by an independent 
valve. Enables operator to supervise heat- 
ing or toasting operation without awkward 
stooping. Also available with Monel 
Metal. Series 2300 and 2400 standard 
equipment includes Red Wheel Lorain 
oven heat regulator, Magic Chef auto- 
matic top lighter, “Three-in-One Non-clog” 
top burners and sanitary high burner tray. 
In a booklet titled “Meet Mrs. Modern” 
the consumer advertising campaign on 
these lines is described. There are il- 
lustrations of the company’s display at 
the Century of Progress Exposition as well 
as of model homes at the fair which are 
equipped with Magic Chef ranges. Ameri- 
can Stove Co., 1825 E. 40 St., Cleveiand, 
Ohio. 
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Emerson “Sea Gull”’ 
Electric Fans 


In 8 in. stationary and 10 in. oscillator 
models. Have 1934 Emerson motor, with 
no brushes, no commutator. Said to create 
no radio interference. Blades designed 
to give maximum of cooling breeze. Bullet 
shaped steel shell over motor and blade 
center gives fan stream lines. Gyroscope 
guard to give fan balance. Easily adjust- 
able to wall bracket position, where fan 
is to be permanently fixed for the hot 
weather. May be adjusted to throw air 
current up or down, from an upright posi- 
tion. Base felt cushioned. Cord and plug 
approved by Fire Underwriters. Stream- 
lined after the form of a Sea Gull in full 
flight. Guaranteed for one year. The 
Emerson Electric Mfg. Co., St. Louis, Mo. 


Horton Model 11 Electric 
Washing Machine 


Has a tub 22 inches in diameter with two 
coats of porcelain enamel inside and out 
and is manufctured complete in the Horton 
plant. Submerged agitator has four wings, 
is 12 inches in diameter and is operated by 
a high speed mechanism which is fully 
sealed and permanently lubricated. Chassis 
is sturdily built and tub is clamped to 
frame, eliminating bolts through the tub. 
Lovell wringer has end lever release. 
Washer powered by a quarter h.p. floating 
power motor. Horton Mfg. Co., Fort 
Wayne, Ind. 








“Sim-Pul”’ Portable Tape Moistener 


Made of special aluminum and non-rust- 
ing material holds standard roll of 35 Ib. 
and 60 Ib. tape, 1% in., 2 in., 2% in. or 
3 in. widths. Capillary moistener with 


‘ 


cover the corner. The machine is then 
pulled back just beyond the opposite end 
of the box, the operator pressing down 
tape as he goes. Machine is pressed down, 





tape under uniform pressure forces water 
well into the glue. Centers tape over 
seams. Machine is set on flaps near end 
of box and enough tape is pulled out to 


wrist twisted to right and tape is cut 
clean. Suggested retail selling price, 
$15.00. K. & K. Mfg. Co., 1901 S. B. St., 
Richmond, Ind. 


HARDWARE AGE 
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TURN-EASY TOASTER 
One of the most beautiful of all 
Turn-Easy Toasters. Attractive 
piercing on bread racks and top. 
Sides, bottom and top paneled. 
Chromium Plate. List $4.95 










WAFFLE MAKER 

Heat indicator tells when to pour 
batter. Patented expansion hinge 
allows batter to raise. Chromium 
Plate, Blue Diamond Finish. 
Insulated Base. List $6.50 


SANDWICH TOASTER— 
WAFFLE MAKER—GRIDDLE 
Has two sets of interchangeable 
grids—a flat set and a waffle set. 
Chromium Plate. Blue Diamond 
Finish. List $10.95 








Table Cookery for the _ 
Summer Months 


When your loudspeakers begin to scare away the radio trade with 
their howlings over the warm weather, keep up your sales volume 
by featuring UNIVERSAL Electric Appliances. 


These appliances will inject some real sales life into the drowsy 
summer months—a season when women are ever alert for ap- 
pliances that enable them to do their household tasks in a cooler, 
quicker and easier way—a season when Electric Cookery is indis- 
pensable for modern home comforts. 


A Brand that stands for high quality 


and trouble-free service : 


UNIVERSAL Electric Appliances are fully guaranteed and popu- 
larly priced within the reach of every household—they are made 
to meet the profit desires of the dealer—the service requirements 
of the consumer. Those sold today are forerunners of sales to 
come—as satisfied users always return to repeat their experience. 


LANDERS, FRARY & CLARK 


NEW BRITAIN, CONN. ats 5 A 







PURITAN PERCOLATOR 
The most popular of all designs. 
Makes perfect drip coffee auto- 
matically—the water drips as it 
heats. 6-cup capacity. Seamless 
Body and Spout. Chromium 
Plate. List $7.50 























DOUBLE-QUICK TOASTER 
Toasts both sides of two slices at 
atime. Bread rack tips out and 
down on hinge. For those who 
want a faster toaster than the 
usual single slice type. Chromi- 
um Plate. List $7.95 


























ELECTRIC COOKER 
Does everything up to its capacity that an 
electric range oven will do. It is economi- 
cal to operate and cooks sufficient food 
for average family meal. May be used in 
both upright and horizontal position. 
List $10.95 


ELECTRIC CASSEROLE 


Prepares a dinner dish for as many as 
eight. Cooks meats and vegetables as ten- 
derly and deliciously as an electric range. 
Will safely prepare a dinner dish while 
away for the afternoon. List $4.95 
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16th Edition of Book 


“How to Sharpen” 


Issued for the mechanic, farmer, handy 
man and student this book describes the 
general care and use of sharpening stones 
and is based on the experience of expert 
mechanics. Contains information regard- 
ing the selection, use and care of shatpen- 
ing stones and indicates the difference be- 
tween natural and artificial stones.  I- 
lustrations show proper use of stones. 
Norton Pike stones, slips, wheels, stropping 
and honing devices, hand and power tool 
grinders and other lines are illustrated 
and described. Behr-Manning Corp., Troy, 
N. Y., sales representatives in the United 
States for Norton Pike Products, has is- 
sued the book. Abrasive papers and 
cloths made by Behr-Manning are also 
illustrated and described. 


Federal “Chip Proofed” 


Stainless Enamelware 


Has chromium covers, bakelite knobs 
and quick heat conducting black bottoms. 
Available in ivory, green, black or red 
includes the vapor-seal Dutch oven il- 
lustrated. The maker guarantees this ware 
against chipping or staining within one 





year of ordinary kitchen use. Vapor seal 
rims on some members of the line for 
waterless cooking save moisture, flavor and 
vitamins according to the maker. Straight 
sides and quick heat conducting black 
bottoms designed to save on fuel. Federal 
Enameling & Stamping Co., McKees Rocks, 
Pittsburgh, Pa. 


Counselor “Roto-Dial” 
Bathroom Scale 

Having pressed steel framework to give 
it strength and light weight. Finished in 
bathroom colors, baked on. This compact 





scale with roto-dial, is guaranteed by the 
maker for five years. The Brearley Co., 
Rockford, IIl. 
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Ford Charcoal Briquets 


Mexzsuring 14 in. by 1% in. thick are 
compact, pillow shaped blocks of powdered 
charcoal put together under tremendous 
pressure. The maker states that they are 
charcoal in its easiest lighting, hottest 
burning form and that they burn without 
smoke or sparks, leaving almost no ash. 
For use in homes, hotels, restaurants, 
ships, yachts, camps, workshops, etc., for 
cooking and heating. Put up in paper 
bags, ten and twenty pound. Distributors 
throughout the country. By Products Sales 
Department, Ford Motor Co., 3674 Schaefer 
Road, Dearborn, Mich. 


Servel Summer Cooling and 
Air Conditioning Units 


Are simple in design and are easily in- 
stalled. This “package” type line in- 
cludes the unit illustrated, which is com- 
pletely self-contained and _ semi-portable, 
housing within the cabinet a refrigerating 
machine unit with one h.p. motor. An 
electrical connection for the motor and 
water and drain connections for the ma- 
chine unit are the only installation re- 
quirements. Unit cools, dehumidifies and 
circulates, thus supplying uniform condi- 
tioning of air regardless of temperature 
and weather conditions outside. Compact- 
ness and large capacity (approximately 





one ton) make it adaptable for use in 
homes, business and professional offices, 
stores, etc. Overall measurement 6642 x 
14% x 31 inches. The Servel line also 
includes a floor type air conditioner for 
heating and humidifying as well as cool- 
ing, dehumidifying, filtering, -circulating 
and ventilating; a 3% ton- capacity sus- 
pension-type unit, and refrigerating ma- 
chine units of five and ten ton capacities 
for air conditioning apparattés and com- 
mercial refrigeration. Servel. Sales, Inc., 


Evansville, Ind. 


Catalog Shows 1934 
South Bend Lathes 


As well as installation tables, attach- 
ments, benches, accessories, etc. Price in- 
formation is included as well as guarantees, 
shipping information and details on book- 
lets and bulletins for the shop mechanic. 
Many models and accessories are illustrated 
and described in catalog No. 94, which 
contains more than 70 pages of informa- 
tion including an index. Illustrations 
show the plant and some of its depart- 
ments. South Bend Lathe Works, South 
Bend, Ind. 


Olympic Battery Operated 
Razor Blade Sharpener 


Available in two models, one for Gillette, 
Probak, Barbasol, etc., double edge wafer 
blades and one for Gem double edge 
blades; list, $2.55 without batteries. Oper- 





ated from ordinary flashlight battery it 
grinds or strops blades and is started by 
pressing button. Travels at the rate of 40 
strokes per second. In attractive Bakelite 
case. Said to give a keen straight “tooth- 
less” edge. The company also offers a 
model operated from regular house cur- 
rent. Olympic Industrial Corp., 230 Park 
Ave., New York City. 


*“*Klein-Lok” Snap 
for Safety Straps 


Has interlocking twin latches in place 
of single latch. Both latches must be de- 
pressed at the same time to release the 
“D” ring. The maker states that there 
is no possibility of fouling in the lead 





wires, nor accidental twisting out of the 
“PD” ring. Drop forged and individually 
tested to 1500 lbs. A booklet has been 
prepared on the snap. Mathias Klein & 
Sons, 3200 Belmont Ave., Chicago, Ill. 


HARDWARE AGE 
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RED JACKET MFG. CO. 





lowest prices 


Dealers all over the country are swinging 
to the fast selling, low priced Red Jacket 
line of shallow well water systems. Red 
Jacket water systems are nationally known 
for their high quality construction and 
economical, trouble-free service. 


The Red Jacket Mfg. Company always 
has believed, and still does, that the 
dealer is entitled to a liberal discount. 
In keeping with this policy we are not 
reducing our dealer discounts in order to 
lower our prices to the consumer. In 
spite of the fact that both material and 
labor costs have increased, our line of 
pumps and water systems still remains the 
lowest priced in the field. And Red 
Jacket Dealers STILL MAKE THE 
LARGEST PROFITS. 


Aggressive Dealers are invited to get full 
details of our attractive Dealer’s proposi- 
tion. Write for new 1934 catalog of com- 
plete water systems. Units as low as .. 


2 (Model 1150, 250 gallons 
4] capacity, as illustrated 
above, $45.75.) 


Also Complete Line of Hand, 
Windmill and Three-Way Pumps. 


Davenport, Iowa 


DORWARD- 


WATER SYSTEMS ann DEEP-WELL POWER HEADS 
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During the tapping operation the nuts are constantly in- 
spected for thread fit. If the slightest variation is discovered 
the tap is instantly removed and replaced with a new one. 
Such care as this marks every step in the manufacture of 
Empire bolts and nuts. 


To give you 
CONFIDENCE 


in what you sell 


@ You have more than a monetary interest in 
the products you sell. They must give value to 
those who buy them through you, for they bear 
the endorsement of your name. 

You may not use Empire bolts and nuts your- 
self, but you sell them to those who do. So it is 
good for you to know that they are as perfect 
as men and machines can make them 

Empire bolts and nuts are attractively pack- 
aged for display, and prominently labeled for 
instant identification of style and size. Ample 
stocks kept always on hand for immediate 
shipment. 





WE DO OUR ART 


RUSSELL, BURDSALL & WARD 
BOLT & NUT CO. 


PORT CHESTER, N.Y. 


ROCK FALLS, ILL. CORAOPOLIS, PA. 


Sales Offices at Philadelphia, Detroit, Chicago, San Fran- 
cisco, Los Angeles, Seattle, Portland, Ore. 
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Altorfer Bros. 1934 
Merchandising Helps 


On electric ironers and electric washers 
include folders, advertising mat service, 
specification sheets and a colorful window 
display piece. Entitled “ABC Leisure,” the 
folder, which is printed in colors, shows six 
ABC washers and two ironers together with 
brief descriptive matter. Eight features of 
the ABC washer are illustrated and listed. 
Illustrations explain Fingertip control fea- 
ture. This folder is a complete 1934 cata- 
log in miniature. The company is now send- 
ing out four different broadsides to prospec- 
tive dealers. They illustrate and describe 
the different models and their features. 
Specification sheets with large illustrations 
clearly illustrate the 1934 line. A folio 
of newspaper mats available to dealers 
throughout the entire country shows ads of 
various sizes offered ABC dealers. In addi- 
tion there are mats showing individual 
models in several sizes. Each mat for com- 
plete advertisements has space for the deal- 
er’s imprint. Altorfer Bros. Co., Peoria, II. 





Norton Pike Scythestones 
In Counter Displays 


Designed to help sell scythestones all the 
year round for household use as well as for 
scythe sharpening, etc. Attractive cartons 
of 12 are in colors. Each brand has its 
own distinctive color scheme but all have a 
common background of golden yellow. New, 
colorful labels have been prepared for 
stones themselves. Stones made of Norton 
Crystolon Abrasive have three suggested 
retail selling prices, according to size, 25c, 
30c and 35c. Carton shows a stone used 
in the kitchen as well as one being used 
on a scythe. Scythestones of Norton Alun- 
dum Abrasive list at 25c and 20c, accord- 





ing to size. “Black Diamond” list 20c each 
and “Indian Pond” list 15c each, both nat- 
ural scythestones are packed in new dis- 
plays. Each of the cartons has 12 stones. 
In addition there are four assortments in 
cabinets, ranging in list price from $4.50 
to $13.70. Stones also available in bulk. 
Behr-Manning Corp., Troy, N. Y., sales 
representatives in the United States for 
Norton Pike lines is now issuing a monthly 
bulletin, “The Triangle,” giving sales in- 
formation on Norton Pike and Behr-Man- 
ning lines. 





“Even Steven” Applicator 
For Shaving Cream 


Eliminates use of hands in applying 
brushless shaving cream. Designed to fit 
all tubes of brushless shaving creams, it 
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also fits the tubes of depilatories that are 
used by women. It is molded of Plaskon 
and is packaged in a sanitary envelope with 
instructions. “Even Steven” may also be 
used to massage the face after shaving. 
Suggested retail selling price 39c. Dealer 
discount 40 per cent. University Labora- 
tories, 500 N. Dearborn St., Chicago, III. 





Muralo Offers *““Mural-tone” 
Paint for Walls 


A high-grade casein vehicle paint made 
from true paint pigments. It is especially 
suitable for decorating interior walls, ceil- 
ings and other surfaces in homes and other 
buildings. White Mural-tone is said to 
average over 90 per cent light reflective 





value with other tints proportionate to 
their color content. It may be cleaned with 
water and a mild neutral soap. The maker 
states that it is particularly adaptable to 
one-coat work, that it dries to the touch 
in less than an hour, that its durability 
will not be affected by vapor, extreme heat 
or acid fumes and that its slight, pleasant 
odor during application will disappear an 
hour after application. It may be mixed 
with cold water and is said to be an effec: 
tive fire retardant. Available in white, 
cream, ivory, buff, tan, pea green, pale 
rose, light green, pearl gray, orchid and 
pale blue. Other tints are obtainable by 
intermixing these standard tints with one 
another. In two forms, paste, 5-gal. steel 
pails, l-gal. cans four to shipping container 
and 12 1-qt. cans in a shipping container. 
Powder form, 100-lb. drums and 10 5-lb. 
packages in a shipping container. The 
Muralo Co., Inc., Staten Island, N. Y. 





Shane & Hays Catalog 
Shows “‘Shanday” Brushes 


This 40-page illustrated catalog illus- 
trates and describes the company’s line of 
brushes, mops, chamois and cotton goods, 
etc. Display cartons are shown. Shane & 
Hays, 5300 21st Ave., Brooklyn, N. Y. 


Westinghouse Mazda 
Photoflood Lamp No. 4 


Consuming 1000 watts on 105-120 volt 
circuits has a total light output of approxi- 
mately 35,000 lumens as compared to ap- 
proximately 9000 lumens for the Photoflood 
Lamp No. 1, introduced in 1932. - This new 
lamp has a longer life than the No. 1, from 
5 to 10 hours at 115 volts. Constructed with 
PS-35 inside frost bulb with mogul screw 
base of mechanical design, frosting the bulb 
results in softer shadows so desirable for 
photography. Light center length of new 
lamp is 7 inches and maximum over-all 
length is 9 7/16 in. Bulb and base sizes of 
new lamp were selected so it and the Mazda 
Photoflash lamp No. 75 could be used in 
same reflector equipment. Photoflash lamp 
has medium screw base, but when used with 
an adapter in mogul socket reflectors neces- 
sary for the new Photoflood lamp, its light 
center is brought to correct position. Light 
resulting from this lamp is unusually strong 
in blue rays that contribute to better photo- 
graphic results. List price, $2.55. Westing- 
house Lamp Co., Bloomfield, N. J. 


Union Steel Products 
Offers 3 New Items 


Combination drainboard protector and 
dish drainer, illustrated, is primarily a flat 
wire grid elevated 1 inch on rubber feet. 
Vertical end piece supports leaning dishes 
secured against slipping by bottom bars, 
while two rails guard sides and one end is 
left open. Handy for supporting hot ket- 
tles, cooling hot dishes, as a cake cooler and 
for washing and draining vegetables. Of 
heavy steel wire 13 by 15 inches. Union 
Baking cup tray, of electric welded wire 
holds six glass gem cups, spaced properly 
for baking and permitting sliding in and 
out of oven without spilling contents. Cups 

















easily placed or removed in wire seats. The 
Union tub stand of heavy wire is electri- 
cally welded into a three-legged stand for 
supporting wash tubs, any size, 19 inches 
from floor. May be used for a clothes 
basket stand also. Union Steel Products 
Co., Albion, Mich. 


Card Tap and Die 
Catalog No. 33 


Complete in detail as to lists and engi- 
neering data. Has tables of dimensions, 
limits and tolerances. Available to buyers 
and engineering departments. S. W. Card 
Mfg. Co., Division, Union Twist Drill Co., 
Mansfield, Mass. 


HARDWARE AGE 
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Boost your sales with 





this really improved 
carpet sweeper! 


Its increased usefulness, new design and improved perform- 
ance are bound to attract more buyers. Note the central handle 
which drops flush with the cabinet. This, with automatic 
brush control, permits sweeping under very low furniture 
without hand-pressure. Brush more easily removed—sweeper 
more easily emptied. Ball bearing. Solid rubber furniture- 
protector all around. Beautiful ebony finish with chromium- 
plated trim. Display and demonstrate the Man o’ War, and 
sales will be easy. Send for the complete new line of five 
Adler-Royal Sweepers, ranging from $3.75 to $6.95 retail— 
and interesting dealer’s and jobber’s proposition. Adler 
Manufacturing Company, Incorporated, Louisville, Kentucky. 


ADLER e ROYAL Man o’° War 





“One of Our KEY 


PROFIT ITEMS”... says 
Adam Decker 
Hardware Co. 


April 5, 1933 


“It pleases us very much to be able 
to tell you that the sanding machine 
which we purchased from you about a 
year ago has been so profitable, both 
in rentals and sales of floor finishing 
materials, that it is one of our key 
profit items. 


“. , demand for rentals increased 
steadily until we found it advisable to 
purchase a second machine. We ex- 
pect that before we write 1934 a third 
sander will be needed.’ 


ADAM DECKER 

HARDWARE CO., 

Jackson Street, 
St. Paul, Minn. 





'*You have a won- 
derful product. It 
is fool-proof and 











bullt to stand 
abuse."’ 


DREADNAUGHT SANDERS 
Dept. H434, Muskegon, Mich. 


Without obligation please show me how I can be sure 
of highly attractive profits on DREADNAUGHT rentals. Sherwin Williams 





Stores 
| PET Tee ee ere rer TTT TTT eT 
Pasadena, 
pS | WPPIOTEPECTUCTETE CEP RT ° 
Gen tensdaes DGD is cctccdscosan 


APRIL 12, 1934 








Nominc Cun ™ * 


Other stays are on the market, of course, but none is 
quite so efficient in so many variations of use as the orig- 
inal Rixson Friction Stay. By the restraint of multiple 
friction discs it holds transoms, hinged windows, case- 
ments, cellar windows, light doors. At the same time it is 
of simple reliable construction that has built up popu- 
larity and good stock turnover. Stock it, show it, sell it. 


THE OSCAR C. RIXSON CO. 


4450 Carroll Ave., Chicago, Il. 
New York Office: 2034 Webster Ave. 
Philadelphia Atlanta New Orleans San Francisco 














saad pod vial 
ee be sae 
prePTEEE (Larea 





“AH aaa ah rrr 
Hall ; 


ee a 


re 4. i 





With literally hundreds of dealers averaging $600.00 net 
profit per year from each DREADNAUGHT in rental service 
to point the way to you, and our thoroughly proven plan be- 
hind you, there is no logical reason under the sun why you, 
too, should not enjoy these handsome extra profits. 

The way to positive profits has been completely charted for 
you. Why not mail the coupon NOW while yon have it in 
mind. 


for iti -Taall Mie lal-ia) a ee . 
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AKRON LAUNCHES REPAIRING CAMPAIGN | 
TO RELIEVE LOCAL UNEMPLOYMENT 





Estimated $3,000,000 Market for Repair Services and Equip- 
ment Expected to Employ Thousands of Workers—W. O'Neil, 
General Tire Head. Starts Campaign in Which H. Kuhn, 
Hardware Wholesaler, Has Prominent Part—Revolving Fund 


Established. 


Rehabilitation of business 


and residence properties in 


Akron, Ohio, this spring is expected to create $3,000,000 


worth of new business. 


A well-organized campaign to induce 


owners to repair, remodel, paint or modernize their properties 


has just been launched. In addi- 
tion to the new business resulting 
from the campaign, it will pro- 
vide jobs for thousands of Akron 
workmen, including many builid- 
ing mechanics. 

The estimated expenditure of 
$3,000,000 is each 
Akron resident spending a mini- 


based on 


mum of $10 on any project em- 
braced by the campaign. As this 
money will remain in Akron, and 
will re-circulate through many 
channels, it can be expected to 
definitely stimulate local trade. 
Citizens able to pay for their 
own improvements are being 
urged to proceed with them im- 
mediately, and an effort is being 
made to provide credit for those 
who lack ready cash. 
The outlook for the 
campaign is also brightened con- 
siderably by President Roose- 
velt’s recent request to Congress. 
The President asked an appro- 
priation of $250,000,000 for a 
nation-wide home improvement 
and modernization program, in- 
tended to take up considerable 


slack of employment in the build- | 


ing trades. To finance the Akron 
campaign, a revolving fund has 
been established, by which it is 
planned to make the entire effort 
practically self-liquidating. 


Frank S. Carpenter, president | 


of the Guarantee Title and Trust 
Co., and of the Akron Real Es- 
tate Board, is general chairman 
of the campaign organization set 
up to see that Akron’s homes and 
buildings are overhauled from 
cellar to garret. He is being as- 
sisted by Hesket H. Kuhn, of 
the Hardware. & Supply Co.; 
George H. Wright, president of 
the Chamber of Commerce; Dud- 
ley W. Maxon, Akron NRA chair- 
man; A, W. Dickson, secretary 
of the Buiders’ Exchange; L. L. 
Kinsey, department store comp- 
troller, and E. E. Helm, of the 
General Tire & Rubber Co. 
Downtown headquarters have 
been established, with Julian 
Armstrong as campaign manager. 

Mrs. C. L. Baker, president of 
the Akron and Summit County 
Federation of Women’s Clubs, 


has pledged the support of 9,000 | 


clubwomen in the 365 independ- 
ent groups affiliated with her 
organization, to promote educa- 
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| somewhat 


tion of housewives and home own.- | 
ers in the merits of the campaign. | 

A city-wide organization has | 
| as we can. 
and the PWA, of course, but, | 


been established to provide for a 
house-to-house survey conducted 
on the block system, to determine 
where householders and heads of 
business and manufacturing es- 
tablishments will make improve- 
ments on their properties. Pledges 
are being obtained to cover the 
work to be done, and where 
plans are needed these are pro- 
vided by the campaign organi- 
zation. A somewhat similar 
campaign was conducted in 
Philadelphia last year, and was 
most successful. The Philadel- 
phia campaign was explained in 
detail on pages 56 and 60 of the 
May 11, 1933, issue of HARDWARE 
AGE. 

The Akron campaign is the 
idea of W. O’Neil, president of 
the General Tire & Rubber Co. 
To get the campaign under way 
a mass meeting of citizens was 


| called in one of the city’s largest 


auditoriums, The auditorium was 
filled to capacity, and Mr. O’Neil, 
who made the principal address, 
outlined the following suggestions 
for the campaign: 

“Let’s put a lot of our work- 
men back at work again in their 
regular jobs. I do not want to 
belittle the value of the various 
public works and civil projects, 
as they have been life-savers for 
many an unemployed man, but, 
actually, they are only disguised 
doles. In most cases, they have 
not been able to put artisans at 
work at their regular jobs. 

“In many cities throughout the 
country, including Akron, there 
are plenty of people whose jobs 
have not been affected, at least 
not seriously, by thé 4lepgession 
of the last four years. They have 
worked ‘regularly at good salaries 
all through the crisis. 

“In our own organization, as 
in most, employment fluctuates 
depending upon de- 
mand for our products, but we 
always maintain a nucleus of sev- 


| eral hundred persons who are 


kept on the payroll no matter 
how conditions may vary. 
“There is a similar group in 


practically every manufacturing | 


and commercial organization in 











the country. Their jobs are se- 
cure. Their income is regular 
and they have money—perhaps 
not all they think they need, but 
some. The city will be a better 
city if they spend some of it in 
rebuilding, repairing and reno- 


vizing their own homes and 
| properties. 


“Don’t depend on the govern- 
ment to do everything. The 
United States wasn’t built by 
leaning on the government. Let’s 
get away from that as rapidly 


more than them, we need to get 
on our own feet and start battling 
for ourselves. 

“Prices are going up and most 
people already are convinced that 
it is cheaper to build now than 
wait until later. 

“There isn’t any need to 
squander money in this move- 
ment. It isn’t a racket; it’s sound 
business. Eventually, we will have 
to pay in taxes what the govern- 
ment is spending now in CWA 
and other public relief work. 
Why not spend your own money 
where it will do you real and 
immediate good and save the 
taxes?” 


PROTESTS CWA PLAN TO 
MAKE TOYS FROM WASTE 


Toy manufacturers protested 
March 19 on the reported plan 
of the CWA to make toys from 
waste materials. James L. Fri, 


managing director, Toy Manu- | 


facturers of the U. S. A., Inc., 
protesting the plan said “The 
American toy industry, organized 
pnder the NRA, has pledged 
itself to make toys that are ab- 
solutely safe and sanitary. These 
American toys are scientifically 
constructed so that children 
cannot swallow loose parts or 
scratch themselves on rough 
edges. Only the best and most 
sanitary materials are used. 
“Now'ythe CWA proposes to 
teach the making of toys from 
discarded ‘automobile tires, ci- 
gar boxes, soda fountain straws, 
scrap oil cloth, old felt hats and 
other unsanitary flimsy materials 
which are a menace to children 
and an insult to the industry.” 





ORVILLE EWING 


Orville Ewing, 71, manufactur- 
ers representative, with headquar- 





We need the CWA | 


| Louis last 








ST. LOUIS PLANS ITS 
“PAINT-UP” CAMPAIGN 


Arthur A. Blumeyer, chairman 
of the Clean-Up, Paint-Up and 
Fix-Up Committee of the St. 
Louis Chamber of Commerce, has 
announced that the 1934 cam- 
paign of the committee will be 
held there in the two-week 
period from April 16 to 28 in- 
clusive. The campaign is the 
third conducted in successive 
years by the St. Louis chamber, 
with the cooperation of other 
civic and business organizations, 
the municipal government and 
the public, parochial and Lu- 
theran schools of the city. 

The campaign conducted in St. 
year was estimated 
by the chamber to have devel- 
oped more than $1,000,000 worth 
of new business through sales 
of paint, hardware, flowers, 
shrubs and trees, garden equip- 
ment, porch furnishings, etc., 
and resulted in the creation of 
more than 720,000 odd jobs. 

The campaign will be launched 
by a parade of school children 
through downtown streets, and 
there will be community parades 
in various sections of the city. 
Also, there will be neighborhood 
contests. Competition for the 
best posters will be conducted 
among art students of the public 
schools again this spring. 

More than 5000 school children 
took part in the downtown pa- 
rade last year, and approximately 
140,000 participated in the drive. 

In both of the preceding drives 
St. Louis won first prize for 
cities of Missouri and a silver 
cup offered by the National 
Clean-Up, Paint-Up Bureau in 
Washington. 


PERTH AMBOY HARDWARE 
IS 25 YEARS OLD 


The Perth Amboy Hardware 
Co., Perth Amboy, N. J., recently 
celebrated its twenty-fifth anni- 
versary. Samuel G. Levine who 
is president started with the firm 
as a clerk, and Ray D. Howell, 
secretary and treasurer, started 
as an errand boy. Messrs. Le- 
vine and Howell entered the em- 
ploy of the company the year it 
was founded. 

In commemoration of the event, 
the company had an anniversary 
gale, in its retail department. 





DESIRES CATALOGS 


- The fissex*Hardware & Plumb- 
ifg Supply Co., 565 Essex St., 
Lawrence, Mass., recently opened 
desires to receive catalogs from 
manufacturers of hardware; 
plumbing and heating supplies 
and allied lines. The new store 
is a branch of the Haverhill 


ters in Seattle, Wash., died re-| Hardware & Plumbing Supply 


cently. 


€o., Haverhill, Mass. 
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N 
ger Did You EVER See a 
St. 
i Head a-Floating? 
l be 
a What a sales argument! 
the When the water enters the 
_ new PREMAX LAWN PB 
ae SPRINKLER, the head slowly kyl h 
ions, rises until it actually floats bh, A 
on top of the pressure! Not \ 
a single metal-to-metal bear- Nig 

n St. ing, for the water makes a 
on perfect anti-friction cushion! 
aah Nothing to wear out. Noth- 
sales You cou Id Save enough ing to interfere with a per- 
i fect sprinkling range from 
ete —it might be worth your while to pogo La Pere tat 
ched experiment with different quali- | | the PREMAX— its many 
dren | points of superiority make 
= ties in rivets, and take a chance. | sales easy. 
city. re , oe | : 
hood But can you make a rivet ‘‘first- | THE NEW PREMAX 
“ cost’’ saving that'will warrant this? FLOATING HEAD SPRINKLER 
dren ' | 
mr We Ghink not. | NEW... J DIFFERENT... | 
ately | d ° P ° sof 
ried : In design s in principle s 
=| TUBULAR — 
silver 
' RIVETS — 
ARE Are Quality Rivets 
ware Dependable-Inexpensive 
ently } 
_ The fact that TUBULAR RIVET & STUD COM- | = 
a PANY Rivets are 100°; usable—and inexpen- | C 
well, sive besides—substantiates this belief. It Talks on Your Counter . . . 
arted These Rivets protect the quality of your work- . / 
ian manship ... and are thoroughly dependable. and Shouts = the End of . Hose! 
ar it We know you will find them ‘satisfactory in | An amazingly free-running head; accurate 
ae every respect. finished workmanship; simple construction 
rsary TUBULAR RIVET BOSTON, | that is trouble-free; solid, substantial, can't 
r & STUD CO. RES MASS. | dig" in the softest lawn. Modernistic de- 
, 3 sign. Lifetime wear. 

| 
a | Mail your order for stock or 
~ 3 sample today to your jobber or 
Are, == 5 : i 
plies Wo sa | | PREMAX SALES DIVISION 
chill The largest factory in the world devoted to the manu- ; ‘ 
“4 facture of Tubular and Clinch Rivets Chisholm-Ryder Co., Inc., Niagara Falls, N. Y. 
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Albany Hardware 
& Iron Co. 


Tennis Players! 
Meet 
ELLSWORTH VINES 


Former Amateur National Tennis Chan 


By J. A. WARREN 


Associate Editor, Hardware Age 








Wednesday 


Afternoon at 4 o’Cla Ernst Hardware Co. 


in the NINE CONVENIENT STORES—MAIN STORE 6TH AND PIKE—TELEPHONE ELIOT P5s0 





SPORTS DEPARTM 


ALBANY HARDW/ 
& IRON CO. 


39-42 STATE ST. 







ANNUAL PLANTS 
























» | Dwarf Lobelia—Rockery type 
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Both these ads appeal 
to special groups of 
buyers, but the ap- 
peal is a strong one 
in each case. Both 
these ads are traffic 
builders, and new 
customers will re- 


sult from both. 


Each 
a nent CBAB, 









'e Scarlet HAWTHORNE, 
c 
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gapencee WEEPING ‘$198 . 
cs nowenino™ Se | Value at Pint 69e :: OL $1.19 


Spring Sale. of 


OPENS TOMORROW 


All fine, healthy, W: plants, sold ready to plant 
the week-end. "Al are oe oe ot oe i semaaie gone 
to experiment with seeds when you can buy plants at this price. 
Snapdragons—15 different colors © - 
Blue Lace Flower—Myriad of 
Carnations—Choice of 4 colors 


RTICULTURIST 
Herdware Co. 

the Northweet.. We will carry s num- 
. Cole's special sprays sever before 


@ the public. 
0 A. M. TO 4 P. M. 
WEEDED GARDEN TOOLS 


Saturday Only! 


Handle Spade. Slightly 
paired 
BAMBOO RAKE—ideal 


LIN-X LINOLEUM FINISH 


No Rubbing—No Scrubbing 
No more shabby linoleams. Lin-X makes 
linoleuths as easy to clean as a pane of glass. 
RENEWS OLD LINOLEUMS 
MAKES NEW LINOLEUMS STAY NEW 





























Your Advertising 
Should Have LIFE 


HERE is no rule for an adver- 

tisement that will be sure fire 

in every city or town in the 
country, and it is not necessarily wise 
to use the same type of copy all the 
time, either. Advertisers in western 
cities of moderate populations will 
tell you that the copy that goes over 
well in the East will not get to first 
base in their cities and that is an 
understandable statement. Most ad- 
vertising is not lively enough by a 


114 


long shot. It carries no inducement 
to read and none to heed it. By far 
the greater proportion of the ads used 
today are simply a catalog of prices 
quoted without any attempt made to 
present the merchandise in a favor- 
able light in regard to its value or 
usefulness. In fact, the advertiser of- 
fering competitive priced goods is 
more adept at describing the points 
of value in an article than is the man 
who really has something to talk 


about in the way of values. Why this 
should be is not easily explained. 
Where competition exists—that is. 
competition in price—the hope of 
success against it lies in a clear, defi- 
nite statement of the superior quali- 
ties of your merchandise, since your 
price must always be higher than his. 
Some advertisers have discovered that 
it is largely a matter of getting the 
traffic into the store, and once inter- 
ested in the merchandise, the cus- 
tomer is not always influenced by 
price completely. It is for this reason 
that we say that advertisements 
should have more life and attractive 
power, other than that of price. 
Take the advertisement of the Al- 
bany Hardware & Iron Co., for in- 
tance. What tennis enthusiast is go- 
ing to miss seeing Ellsworth Vines. 
and who is going to be interested in 
a cut-price racket after he has been 
attracted to that store by this national 
tennis figure? Not every store can 
arrange to have such a prominent star 
at the store, but some attraction can 
be arranged that will take the atten- 
tion away from the price store and 
pull the traffic. Cold type often needs 
the assistance of planned events. 
Ernst Hardware, Seattle, Wash.. 
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BABCOCK’S HARDWARE 


Is Delicious! 





aed 
fener ae 
momech 
Brooklyn Pn 


ayant eal 
hein ghithitir 


2 











Ppiscect HINDS & UNDERWOO 
wetee HARDWARE 3 





B. M. Babcock seized upon an un- 

usual news item to bring the store’s 

name into prominence. Mr. Ba 

cock recognizes the value of de- 

scriptive items, etc., but thinks that 

an occasional departure of this kind 
is successful. 
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Shere are Sales 
when you sell 


The market for stoves is big and is growing—in 
cities, suburbs, farms. To get your full share you 
must sell all comers with gas or oil; and have a line 
that is well known as outstanding value. 


That line is FLORENCE .. . backed by 60 years’ 
experience, nationally advertised, and with a sales 
plan that helps you make money. 


GAS RANGES: Modern style in a line large 
enough for any normal demand, yet not too large to 
carry. ye ag leaders that will make mews in 
your windows and on your floors... . 

1. Buffet model with four burners across the BACK, and a 
broad one-piece porcelained “work table” across the 
front! Here’s a practical stove, with elbow room—a real 
improvement that appeals to everyone. It’s fully equipped. 


. Compact yet roomy Table Top and Console models; new 
rounded-corner design; every modern feature . . . yet 
priced to make profitable sales easy. 


3, Famous 3000 Series, with “Daylight” cooking top, 17-inch 
oven, elevating broiler pan—and all improvements. 
Florence Gas Ranges are built to last; and are 

beautifully finished in porcelain: white with black 

top, or Shellustre in green and ivory or tan and ivory. 

Good looking—good cooking—good business! 
OIL RANGES: Better than ever, the Florence 

Wickless Oil Range will grace-any kitchen . . . New 

rounded-corner design. Finished in gleaming porce- 

lain enamel: green and ivory, buff and ivory, and in 
white. Here’s your leader, and for follow-up there 
are 4 and 3-burner oil stoves, wickless or wicktype. 


FLORENCE STOVE CO., Gardner, Mass., Estab. 1872. 
©1934 by F. S. Co. 
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Buffet Model in porcelain Shellustre, tan 
and ivory or green and ivory; also in white 
with black top. Oven and broiler in one 
compartment. Fully equipped. 





Introducing new Ta- 
ble Tops and Con- 
soles in white mod- 
els; also Shellustre in 
tan andivory. Fully 
equipped — amazing 
value. 











‘Big Campaign Now On! 

Twelve national magazines carry Florence ad- 
vertising—37 million messages, including pages 
in full color. Big window display—beautiful 
book—wall hanger to help you sell. . . . Get 
your share of this profitable business. Put in a 
Florence window—use Florence ad cuts in your 
newspapers. Now is the time to act! 


ae’, 
do your cooking Ww 















uses the same plan to attract those 
who grow their own flowers. Fred 
Cole, noted horticulturist, is engaged 
to give advice on garden problems. 
There is an appreciation for the gar- 
dener that is sure to attract his pa- 
tronage and lasting interest. 
Raymer Hardware, St. Paul, Minn., 
uses an intelligent means of building 
confidence in the ability of the staff 
to serve customers. At the head of a 
series of ads they print pictures of 
the various department heads. A 
heading reads: “If you want to know 
about tools ask A. F. Goss.” Another 
says: “If you want to know about 
hardware ask W. H. Duncan.” The 
various departments are all treated 
similarly. Under each head of this 
type is a confidence-inspiring para- 
graph about the man’s knowledge and 
ability to help with problems. 
Occasionally news items of wide- 


spread interest may be used to in- 
troduce a bit of variety and a certain 
freshness obtainable in no other way. 
The institutional type of ad used by 
the Swank Hardware Co., Johnstown, 
Pa., is an example. On the occasion 
of the twentieth anniversary of the 
Boy Scout Movement, they took ad- 
vantage of it to bring the store to 
the notice of Scouts, their parents and 
friends. It was handled in a clever 
fashion, too. Another, more recent 
example is that of Babcock, Hinds & 
Underwood, Binghamton, N. Y. The 
country heard through newspapers 
of a girl who took a fancy to a hard- 
ware diet. B. M. Babcock, advertis- 
ing manager, made use of this event 
to humorously call attention to the 
store. Mr. Babcock states that this 
particular ad proved that a wide cir- 
cle of customers were reading their 


ad. 
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SWANKS 





ON OUR 
' 200 
ANNIVERSAR 








=T0 ALL SCOUTS=— 
ONGRATULATE US 


Copy that builds con- 
fidence in the selling 
staff’s ability to ad- 
vise and serve is used 
by Raymer, of St. 
Paul, Minn. 
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Real Sport and Service.” 





highly Special 







ES, INDEED, SCOUTS; on the 20th Anniver 
sary of the founding of your great movement-— 
Swank’s are pleased to extend hearty congratul 

tions and wish each Troop and Scout the | 
a) 


As Official Boy Scout Outfitters this great sto 
is prepared in every way to supply you with eve! 
thing needed to make your scouting days—" Days 


Thy Boy Scout Department of this store 
P d Servioe, plete in every dg 
alive and alert, ready to serve you individually ¢ 


there 
4. F. Gom who cotide in haying mannett We toke 
Serve you intelligent Gn 


Delta w ] 
Sodworking Machi 
9-Inch Lathe. Chines ] 
0-50 —5 0 —x 0 0 x 0 rr 0 ro — 
J If you want toKNOW 
™ about Hardware 


ask W.H. Duncan 


Mr. uncan has been in the builder's hardware 
dept. of the Raymer Hdwe. Co. for 27 years, 
and is well qualified to give advice about hard- 
ware to be used on anything from a bungalow 
to an office buiding. We take great pride in 
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Institutional copy is advisable on [z 
oceasion. Here Swank’s of Johns. §& 
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a group. having men like Mr. Duncan whe can serve 
‘ ee oraren , , pi Fe | W. H. Owncae you iotellizently. [-] 
ou are invite: visit our store to see an . 
eatsateamndianetocmebedt When Storm Windows 
from head to toe in Official Boy Scout Uniforn Come off é 
equipment. A member of our organization wl I 1 
Troop Leader will assist you in making your a nstall. Numetal 
, . ® 
tions. Weatherstrip c 
Pay us an occasional visit, to see the ma’ > The dust carried by hot summer 
developments that are sure to interest you. a0 Seon Gees ues —atneiee b 
é used om doars and windows. Nu, S 
sdinstes th Gititintate Oh G 5 metal weatherstrip insures g clean 
nena 3 cool house in summer and a warm. 
c draftiess home in winter Complete 
Official Scout Outfitters for this Community. al waa Oc 
sors: die 
« For Safety and Service Use 
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If you have been regarding you: 
advertising space as so much white 
paper that must be filled somehow, 
with any old thing you can scrape up 
in a hurry, start now to search fo: 
and save merchandising ideas that 
will make your ads pull people into 
the store. Make your ads carry a mes- 
sage about some appliance that will 
make housework more agreeable, the 
outing more pleasant, or the home 
more happy. Sell your customers 
comfort, satisfaction and such things. 
If you do, you can laugh at the fel- 
low who has nothing but price to 
recommend his goods. 

There is no magic in advertising. 
It is merely the medium through 
which you can broadcast your ideas. 
If you have ideas you can be a good 
advertising man—or a good anything 
else. If you haven’t a knack for think- 
ing up ideas of your own, try to adapt 
those of others in distant cities that 
do not conflict with your own, by 
giving them a local twist. It has been 
done, and can be again. 


Interesting Facts Obtained 
By Los Angeles Survey 


MONG the findings of a survey 

by the Advertising Club of Los 

Angeles, Calif., are the following 
significant discoveries: 

“Most customers dislike shopping 
in downtown sections because of 
traffic conditions.” 

“Eighty-two per cent react unfavor- 
ably to substitute or ‘just as good’ 
articles.” 

“Truth is the first thing desired 
in advertisements.” 

“Sixty-seven per cent believed the 
statement of price to be necessary.” 

“Ninety-one per cent said illustra- 
tions create interest.” 

“Sixty-seven per cent object to 
comic illustrations in advertising. 
comedy being out of place in offer- 
ing goods.” 

“More women than men watch for 
special sales.” 

These findings had to do with vari- 
ous types of merchandise, and it is 
possible, for instance, that in filling 
out the questionnaires women had in 
mind special sales of merchandise 
other than hardware. Household 
hardware items are more apt to bene- 
fit from their quality features than 
their price, in most cases. 
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Tell °Em Your Story 





Maximum Success at Minimum Mailing Cost When You Use 


HARDWARE AGE 
Direct Mail Addressing 


Hardware Retailers with Names and Addresses Verified and Corrected 
Right Up to the Minute of Addressing 


Addressed According to Annual Sales Volume as follows— 


12364 MAJOR HARDWARE RETAILERS whose Only our many years’ daily contact with the hard- 


sales exceed $30,000.00 annually and who ac- es 
count for more than 80% of all hardware retail ware trade publishing HARDWARE AGE and 


sales. HARDWARE AGE VERIFIED LIST makes possible 
7091 HARDWARE RETAILERS whose sales are such An Addressing and Mailing Service Nowhere 


between $20,000.00 and $30,000.00 annually. , Fe 
16473 HARDWARE RETAILERS whose sales are Else Obtainable. We Gladly Make It Available to 
less than $20,000.00 annually. You at Rates that are Extremely Moderate. 


WRITE FOR PRICES 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th St., New York 


Gentlemen: 
Kindly advise me your charge for addressing a mailing as checked. 
_) 35928 Hardware Retailers (Complete List). 
fo— (] 12364 Major Hardware Retailers whose sales exceed $30,000.00 Annually. 
_] 7091 Hardware Retailers—sales $20,000.00 to $30,000.00 Annually. 


[] ENVELOPES 
[] BROADSIDES = 


CD CIRCULARS (] 16473 Hardware Retailers—sales less than $20,000.00 Annually. 
FIRM NAME Aaa oe tee a eee Address 
Official . Ie Se car eee eee Pe eer cas Eee PAR st ER ie Veneta 
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Selah 


THAT THERE 


IS 


: A DIFFERENCE 


The Morse Line 


includes: 
High Speed and Carbon 
DRILLS 
REAMERS 
CUTTERS 
TAPS AND DIES 
SCREW PLATES 





SLEEVES 





ne man who buys metal cutting tools 
soon finds out that thouch they all 
look alike, there IS a difference. He soon 
finds that Morse’ Tools wear longer, cut 
| faster, give him the best value for his 
money. And he soon finds the dealer who 
stocks genuine! Morse reamers, taps and 

dies, drills and cutters. 
Carry the Morse Line and your sales 
will soon prove that there IS a difference. 


TWIST DRILL & MACHINE CO. 


NEW BEDFORD, MASS., U.S. A. 
NEW YORK STORE: CHICAGO STORE : 
570 WEST 


92 LAFAYETTE STREET RANDOLPH STREE1 
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Fixed Prices—Open Prices 


(Continued from page 58) 


of this article is largely a report from 
our interview with him. If you will 
read these paragraphs carefully, you 
will gather a very clear idea of the 
difference between secret price fixing 
and the open price system: 


“I speak from experience in stating 
that under a system of private bargain- 
ing some extent of price agreement 
among competitors is inevitable. Any 
seller with experience must honestly 
acknowledge this. Competitors must 
find out each other’s prices. When quo- 
tations are not public they secure their 
primary information from buyers. It 
is natural to attempt to check the ac- 
curacy of this information by personal 
inquiry from the seller and equally 
natural that after two or more competi- 
tors have wormed out of each other in- 
formation regarding private concessions 
to individual buyers, they should arrive 
at some understanding to correct undue 
favoritism. In the open price system, 
filing copies of all quotations, whether 
by price list or in any other form, with 
some impartial custodian open to in- 
spection of all properly interested 
parties, renders secret understandings 
between competitors unnecessary. (Se- 
cret price fixing.) 

“T wish to fight my competitors fairly, 
in the open. I wish to apply to sales 
by industry the same advance in selling 
methods adopted by retailers when they 
substituted 50 years ago open price 
tags, for secret cost marks, and the same 
price to all under like conditions, for 
individual bargaining with each cus- 
tomer. I would apply to sales by pro- 
ducers the modern precept ‘Let the 
seller beware’ he treats all his cus- 
tomers fairly, instead of ‘Let the buyer 
beware’ he is not charged more than 
another. 

“Tt has been claimed that open prices 
lead to price fixing and monopoly. When 
such a claim is made by a representative 
of consumers’ interests one must suspect 
the sinister influence of mass buyers 
behind this mask. When a representa- 
tive of retailers makes such a claim, 
we must conclude he is speaking for 
large department stores or chains of re- 
tailers, not the overwhelming majority 
of individual retailers he is supposed to 
represent. Publicity in regard to prices 
promotes the sale of goods on the basis 
of their real value instead of through 
a battle of wits accompanied frequently 
by misrepresentation. 

“Mass buyers are naturally loathe to 
have published the secret concessions 
they may wring from sellers. It is well 
known that these concessions have com- 
monly been much greater than any sav- 
ing in cost could justify and that they 
have been granted in many cases at the 
cost of labor. It has been common 
practice for a seller when offered a large 
order by a mass buyer at a price below 
his out-of-pocket cost, to propose to his 


workers that if they will work on this 
order at reduced wages, he will be able 
to accept it and give them more work. 
Such a case was recited to me within two 
weeks. The extra work these workers 
secure at reduced rates is taken from 
workers of some other producer who in 
turn does the same thing at a still lower 
level to get the business back. 

“Just as it was found that secret re- 
bates to large shippers by railroads 
tended to create monopoly and are now 
forbidden by law, so do secret conces- 
sions to mass buyers give them an un- 
earned advantage over individual retail- 
ers that tends to create a monopoly. | 
do not urge that prices to all buyers 
should be the same. I do urge that 
whatever they are they should be made 
public, open to the inspection of the 
sellers’ competitors and the inspection 
of his other customers. Eliminate the 
practices which either the seller or the 
buyer are ashamed to have known. 

“The purpose of price provisions in 
codes should be to provide for intelli- 
gent, informed competition that is eco- 
nomically sound and not discriminatory. 
The best way to secure this is by pub- 
licity and the opportunity to exercise 
individual judgment after careful con- 
sideration, without restrictions on free- 
dom of any individual action which is 
not economically destructive. 

“The filing of complete copies of all 
quotations (the open price system) 
whether issued in the form of price 
lists or otherwise, open to the inspec- 
tion of all properly interested parties, 
would provide for the necessary pub- 
licity with the provision that not to file 
any pertinent detail of any quotation is 
a violation. A reasonable period after 
filing before any change in price would 
become effective, provides the oppor- 
tunity for competitors to decide to what 
extent each will revise his own quota- 
tion to meet or beat this competition. 
Ten days is such a reasonable period, 
giving a competitor an opportunity to 
intelligently study his costs and the ef- 
fect on his market of revised competi- 
tion or of a new price level, and to issue 
his prices, which he should be free to 
revise as he may see fit, be they higher 
or the same as or lower than the prices 
first filed. Likewise, a provision that 
after prices are filed they cannot be 
revised upward during the ten day in- 
terval, or perhaps for some such period 
as 30 days after they become effective 
would prevent the fancied coercion of 
competitors during the interval between 
filing and the effective date. Publicity 
of all pertinent details of all quotations. 
however made, allows complete freedom 
to each individual in preference to a 
requirement that copies of price lists 
only must be filed and that any depar- 
ture from these price lists is a violation. 

“A limit of economic soundness 
should be set at prices that are destruc- 
tive of capital such as selling below 
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When You See 
This Insignia— 


IR CONDENSED 
SEE O93 DIRECTORY wualoe 
In THE HARDWARE Ace 


in a form letter, a circular or in 
an advertisement in this or any 
other paper, it is an invitation 
from the advertiser for you to 
refer to and use the information 
he has provided for you in the 


ANNUAL DIRECTORY NUMBER 


of HARDWARE AGE 
“The ‘Who Makes It?’ Issue’’ 


This is the only “Buyers’ Guide” 
in this field. It is in general use 
by buyers throughout the hard- 
ware trade. 


Use your copy regularly. It will 
put you in touch instantly with 
the whole world of hardware 
merchandise. 


Keep your 
“Directory Number” 
at hand for 
ready reference 











CHALLENGES 





A Former Winner. 
Can You Beat It? 


ENTER THE 


HORROCKS-IBBOTSON 
NATIONAL OPEN 


WINDOW DISPLAY 
TOURNAMENT 


Ist Prize—$100 


2nd—$50; 3rd—$25; 4th, 5th and 6th— 
$10 each 


How much fishing tackle sales power can you 
pack into your window? To stimulate in- 
creased effectiveness of this important sales 
tool, Horrocks-Ibbotson again sponsors this 
contest. This is a cantest in which every en- 
trant is bound to win by attracting more busi- 
ness. Some former entrants succeeded in 
securing publicity for their contest windows 
in their local newspapers. 


Windows must contain one of three assort- 
ments of H-I nationally advertised products. 
Contest ends August 1, 1934. All photos must 
be received by midnight, August 15. 


Send for folder showing assortments, display 
material, and full information. Plan your 
window now. 


HORROCKS- 
IBBOTSON CO. 


Dept. 8S, UTICA, N. Y. 


Manufacturers of the most complete 
line of fishing tackle in America. 
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DIETZ Gp 
LANTERNS 


STORMPROOF 
DEPENDABLE 


/ HEN you sell a cus- 
tomer a Dietz Lan- 
tern he receives quality 
value that he can’t dupli- 
cate. 


In Dietz lanterns he buys 
good looks a-plenty, but 
no needless frills. The 
many exclusive features, 
some hidden by construc- 
tion, all mean something. 
Each contributes either 
to the unequalled light- 
ing power, stormproof 
burning qualities, dura- 
bility or operating con- 
veniences that give Dietz 
Lanterns their outstand- 
ing reputation and popu- 
larity. 

Dietz Lanterns are 
“standard for quality” 
the World over—sold by 
an overwhelming major- 
ity of all Dealers that 
handle lanterns. 


R. E. DIETZ COMPANY 
NEW YORK 


MAKFRS OF LANTERNS’ FOR 
THE WORLD .. . FOUNDED 1840 


Output Distributed Through the 

Johbins Trade Only. We Do Not 

Sell Chain Stores, Catalog Houses, 
or Syndicate Buyers 





whatever basis of cost may be de- 
termined ultimately to be correct. 

“Discrimination between customers is 
unfair to the customers. This does not 
preclude a difference in prices or terms 
that is justified by a difference in condi- 
tions but would preclude a greater dif- 
ference than the saving or service ren- 
dered under the difference in conditions 
returns to the seller. The same price 
to all under like conditions implies only 
such difference in price as the difference 
in conditions justifies. To allow more, 
promotes unfair competition between 
customers tending toward the estab- 
lishment of a monopoly through the con- 
centration of business in the hands of a 
few large distributors and large manu- 
facturers.” 

At the tinie this article is being dic- 


tated we have just received word that 
the threatened automobile strike has 
been settled. All of us are giving a 
sigh of relief. The basis of this settle- 


| ment, as we understand it, is that 


there will be a government committee 
appointed to sit in Detroit, which 
committee will be there to see that 
justice is done to both sides. This 
committee no doubt will look out for 
labor, for the consumer and also for 


| the manufacturer. So, after all the 





eloquence, the reams and reams of 
newspapers we have read on the sub- 
ject, the United States government as 
the only way out, is getting back to 
the system adopted years ago in Eu- 
rope by foreign governments, where- 
by representatives of the government 
sit in with business and labor. Now 
we are getting somewhere! 

Allow us to predict, as the codes 
get into action, that a similar system 
will be developed in every code. If 
the government is to continue to have 
the power to rule the country, then, 
ipso facto, the government must de- 
cide differences. The government 
must be the judge and the jury. Of 
course some will say—suppose the 
government is dishonest. The only 
answer to that is that somebody must 
decide, either capital or labor, and 
suppose either one of these is dis- 
honest. If there are no honest men 
left in the country, if no one can trust 
anyone else, then the jig is up, and it 
does not make much difference any- 
how. We will be on the road to revo- 
lution. 





Radio Prospects Much Brighter 


The radio industry is starting into 
1934 in the most favorable position it 
has been in since 1930. Volume of busi- 
ness in 1933 rose to the most satisfac- 
tory level in the last three years, with 
sales in some instances showing in- 
creases as high as 100 per cent, with the 


average increase ranging from 5 to 25 
per cent. Thus far in the current year 
sales are frequently exceeding those for 
the like period of last year by 60 per 
cent. A year ago, much radio merchan- 
dise could not be moved at less than 
half the actual cost of production. 














The Nation's Electric Appliance Market 
Estimated Number of Appliances in Use and the 
Number of Wired Homes Yet Unsold, January, 1934 

Percentage No. of No. of 
Appliance of Homes Homes 

Saturation Using Without 
Cleaners 48.5 9,643,568 10,200,156 
Clocks 37.9 7,532,500 12,311,224 
Cookers 6.3 1,264,500 18,579,224. 
Heaters 18.0 3,580,623 16,263,101 
Heating Pads 14.5 2,878,819 16,964,905 
Hotplates 12.9 2,569,954. 17,273,770 
Irons 97.0 19,248,413 595,311] 
Ironing Machines 4.0 801,450 19,042,274. 
Oil burners 3.7 739,500 19,104,224. 
Percolators 31.8 6,316,403 13,527,501 
Ranges 9.5* 1,147,750 10,878,076 
Refrigerators 24.6 4,900,000 14,943,724 
Toasters 46.0 9,129,963 10,713,761 
Waffle Irons 17.4 3,459,561 16,384,163 
Washers 43.9 8.725.693 11,118,031 

*Based on homes now available to range rates. 
Electrical Merchandising 
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Promoting Paint 
Sales 


(Continued from page 84) 


well as the “after” panels should be 

chosen to impress upon the casual 

observer the brightness and cheer 

made possible by repainting. 

Suggested Cards: For previously 
painted wall: 


Renew Your Home 
with 
Wat Paint 
EastLy—QuIcKLY—INEXPENSIVELY 


Let Us Advise You on Color and 
Finishes 


Note: In color suggestions it is 
well to advise use of the cool colors 
(gray, blue, lavender and green), 
for rooms that have plenty of light. 
The warmer colors (cream, rose, buff, 
tan and pink) are always to be 
recommended for rooms that are 


small and dark. 


For previously papered walls. 
FapeD WALL PAPER 


A Brush—A Coat of Color—and 
Your Walls Are New! 


Here is an Example of What Can Be 
Done With Wall Paper That Is Old, 
Soiled or Faded 
May We Show You How It’s Done? 


Interior Display: Wall demon- 
stration panels, some of dull, faded 
color, ready for a bright coating; 
others of wall paper to be painted 
over. 


Second Week—‘Stencils” 


Stencil designs are most popular 
in bathroom, nursery and kitchen. 
Either or both of two types can be 
shown; a stencil border of single 
spot designs placed to form a border; 
or single scattered designs. 


Suggestions: 


1. Bathroom: (a) Border design of 
conventionalized gulls, water lilies or 
sailing ships—cream against green 
background. (b) Scattered single de- 
signs, either of conventionalized flowers 
or of fish. A single panel, unless very 
large, should not have more than one 
single design of the type placed in scat- 
tered positions. 

2. Nursery: (a) “Mickey Mouse” 
design in blue or green against tan or 
light green background. (b) Conven- 
tionalized boat design, blue against 


shell pink. 
3. Kitchen: Bordered geometric de- 
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New York: 15 Warren Street 
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“Little Giant” 


SCREW PLATES 


MOVE off your shelves 


EARLY every buyer who wants a high-grade screw plate 

automatically asks for a “Little Giant.” It is one item 

that enjoys a regular demand and moves steadily without 
especial sales effort. 


“Little Giants” are moving faster than ever this year as the 
demand for high-grade articles is increasing. People have 
more money to spend—and they are turning once more to 
high quality merchandise. 


Another important point is the extra Profit: On the same 
mark-up you will make nearly twice as much dollar profit as 
on a low priced screw plate. Your percentage of profit is also 
greater because “Little Giant” Screw Plates are not competi- 
tive merchandise. 


A well-chosen stock is a mighty fine proposition right now, 
with summer not so far off. Five assortments—nos. 1, 5, 7, 
310, and 311—account for well over half the “Little 
Giants” sold and the five are the means of putting you in the 
screw plate business in a real way with a small investment. 


Bring your “Little Giant” stock up-to-date and start making 
real profits out of screw plates. You'll find “Little Giants” 
move. 





Detroit: 228 Congress St., W. 
Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 
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Chicago: 611 W. Washington Blvd. 

















































a>. 
Hand them a! 
Wy Et ae 


and you offer 
the finest 


... words never more true 
than of Master’s new 
Secret Service No. 7—a 
LAMINATED padlock serv- 
ing new uses and making 
new profits. 50c retuil. 
In stock at your jobber. 


Master Lock Co., 
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sign of black against gray-green wall. 
Gloss or semi-gloss wall paint used be- 
low the design, making this more easily 
damaged half of the kitchen wall easier 
to wash. Flat paint on upper portion 
of wall. 

Interior Display: Wall panels al- 
ready painted. 

Stencil paints and patterns in readi- 
ness to demonstrate method of painting 
in stencils. 


Third Week—“Novel Wall Finishes” 


1. A sponge finish in two tones of 
gray, produced by mottling with a 
sponge dipped in paint, or with a 
sponge roller. 

2. A scumbled finish, two tones of 
tan. Produced by applying a lighter 
shade or a different color over a dry 
wall background, and before the 
second coat is dry, rolling downward 
over it with an elongated wad of 
crumpled newspaper. 

3. A blended finish, blue and gray. 
Produced by coating wall with a 
glazing liquid, applying the second 
color in splotches with a brush, and 
blending with a wad of cheesecloth. 

Interior display: Plain painted 
wall panels, paints, brushes, and 
other tools in readiness to demon- 
strate these three types of finishes. 


Fourth Week—“Clean Walls Are 
Attractive Walls” 


(A descriptive placard to accom- 
pany each of the following panels: ) 


~) 


1. A papered panel that has been 
made washable with a coat of varnish 
or wall paper lacquer. 

2. A papered panel that has been 
covered with a coat of water paint. 

3. The kitchen panel suggested under 
“Stencil Designs,” to be re-used. 

4. A semi-rough texture that has been 
made washable and dust-proof with 
paint. 

5. A flat painted panel of solid color 
that has been given a starch or butter- 
milk coating before the paint finish has 
become soiled. (This coating is washed 
off when the wall becomes dingy, leav- 
ing the paint with its original fresh- 
ness). Interior Display: Papered 
panels ready for varnish, lacquer or 
water paint demonstration. Painted 
panels ready for starch coating demon- 
stration. Supplemented by displays of 
paint cans and brushes. 


Give the campaign on wall decora- 
tion a try-out. See if you don’t at- 
tract the interest of home owners who 
have been contemplating redecora- 
tion. More important, still, you'll 
awaken many a woman to a con- 
sciousness of her present drab color 
schemes—and a desire for new ones. 
You may convince her that washable 
walls are worth working for. You 
may put new decorative ideas in her 
head. Sell a good idea to enough 
women and your paint sales and 
profits are already headed for the 
sharp upward climb. 
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This smartly attractive paint display comes from the Schlafer Hardware Co., 
Appleton, Wis., a store well known for its windows. Its color, which cannot be fully 
appreciated in the black and white photo added much to its selling effectiveness. 
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Nearly Two Million Electric Washers 


Is Potential 1934 Sales Market 
By L. L. SHAWBER* 


ODAY women know that electri- 

cal washing machines are good 

things to own. They want them. 
They know that they save human en- 
ergy, that they save money easily—as 
against the cost of hiring wash women, 
or sending the wash out to be done; they 
know from sometimes sad experience 
that their clothes will last longer if 
washed at home, with safe, pure soaps. 

How do I know there is this accept- 
ance? Just look at washer sales—and 
at the average prices at which they have 
been selling: prices at which you and 
I know there could be no high-pressure 
selling. The very figures show that the 
average washer has been “bought,” not 
sold, for several years now. There are, 
of course, exceptions—but they go to 
prove this rule. 

During the last half of 1933 electric 
washer sales reached the peak of a 
greater rate of sale than had ever before 
been reached by any major electrical 
appliance. 

There are a number of very good rea- 
sons for this. And giving you these 
reasons gives you a picture of what to 
expect in the near future. 

For the past seven years the average 
annual sales of washing machines has 
been 816,000. If it had not been for 
the depression the average would have 
been much greater. During the last 
of these several depression years total 
sales have fallen 600,000 below the nor- 
mal which has been built up. There 
have been thousands on thousands of 
women who have postponed buying the 
new washers they needed and wanted. 
Women who have had old washers have 
had them patched up and repaired. They 
have struggled along with them for a 
while longer. Some of them have had 
to wait. Others have held on to their 
cash because of the uncertainty of the 
future. 

The same conditions have applied to 
those new buyers who would normally 
have come into the market each year. 
We have lost much ground. Ten years 
ago, in 1923, there were only seven mil- 
lion odd homes in this country that had 
electricity, but did not have electric 
washers. In 1933 there were twelve 
million odd who had electricity but no 
washers. 

Now taking these facts—which are 
definite matters of record—and analyz- 
ing them, we can get an idea of what 





* Manager, Laundry Equipment & Vac- 
uum Cleaner Sales, Westinghouse Elec. 
& Mfg. Co., addressing recent N.R.D.G.A. 
Convention. 
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is bound to happen in the very near fu- 
ture. 

Today there are approximately 8,- 
250,000 homes in which washers are 
being used. We know that the aver- 
age life of a good washer is about ten 
years. Of course, many have been sold 
that will not last that long—and here 
and there we find one which has re- 
ceived exceptional care and has lasted 
longer than that. But based on an 
average life of ten years, there are each 
year in this country 825,000 women who 
want and need new washing machines 
to replace worn-out ones. 

Due to the depression, 600,000 of 
these women who have needed replace- 
ment washers have postponed buying 
them. Approximately 200,000 of them 
bought washers last fall at the first in- 
dication of better times. Husbands be- 
gan to feel confidence again. Their 
wives did, too. And that is what in- 
creased 1933 washer sales just that 
much above the average of the previous 
seven years. Bear in mind that all of 
this renewed confidence and increased 
rate of sale came in the last half of the 
year—an indication to you of how fast 
this market will continue to open up. 

Then I told you that ten years ago 
there were only seven million odd homes 
without washers; and that now there 
are over twelve million electrically 
lighted homes without them. We have 
slipped to the tune of over five million 
homes in keeping pace with our market. 
Suppose it takes us ten years to catch 
up (I hope it won’t; but suppose it 
does), and that we can get only 500,000 
of these “new” purchasers to buy wash- 
ers each year for the next ten years. 

Here then is the picture of the imme- 
diate opportunity that will unfold itself 
shortly before your great merchandising 
organizations: 

Regular annual _replace- 

ment needs ........... 825,000 washers 
To catch up on postponed 

replacement needs .... .400,000 washers 
“New users, to catch up 

with our market........ 500,000 washers 
or a total potential for 1934 buying of 
1,725,000 electric washers! 

Mind you, there are figures and facts. 
Get away from the rush and hurry of 
your daily business for just an hour-— 
long enough to look at the published 
facts and figures about this business. 
Analyze them yourself. Then weigh 
them with the proof of what has already 
started, during the last half of 1933— 
when millions were still unemployed; 
when business was still many notches 
below normal. And see if the tremen- 
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NEWS! NEWS! 


A New Simplified 
EVER GREEN SPRAY 


Insect spraying now made 
easier for your customers 
with killing power 
INCREASED 


By a new and exclusive pro- 
cess,* New Ever Green Spray 
now contains a soap spreader 
properly protected so that 
there is no danger of decom- 
position of the pyrethrins. 
Until this new discovery, 
soap combined with pyre- 
thrum has resulted in a re- 
action which reduced insect 
killing power. 

New Ever Green Spray is 
now also 20% stronger in 
active principle content, and 
holds its full strength indefi- 
nitely. 

New Ever Green Spray 
makes insect control as 
simple as ABC. Your cus- 
tomers buy it...mix it with 
water...and spray. Easy and 
pleasant to use. 

Non-poisonous to humans 
and pets, but certain death 
to most insects and ants. Kills 
so thany kinds of garden 
pests that it is the only spray 
95% of your customers will 
ever need. Harmless to plants, 
blossoms and grass. Leaves 
no poisonous residue when 
used in the vegetable garden 
or orchard. Write for full 
information, a portfolio of 
advertising and prices, today. 

*Patent applied for 


McLaughlin Gormley King Co. 


Minneapolis 


SPRAY 


NEW 


EVERGR 
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THE PECK, STOW & WILCOX CO. 


SOUTHINGTON, CONNECTICUT 


OUR PLATFORM: 
In our 2nd CENTURY of 


experienced manufacturing; and 
our POLICY places your Jobber 
in position to have you own our 


tools at prices which enable you 


to SELL. 


ASK YOUR JOBBER 

















ARMSTRUNG BROS. 
Improved PIPE VISES 


The Quality and Features 
that Close Sales 





The Open Side and Hinged Vises 
have bodies of certified malleable 
iron; tool steel jaws—accurately 
machined; oval-end handles that 
do not pinch hands. The Hinged 
Vise has an unbreakable hook— 
lrop forged steel 


The quality and features of 
these vises are typical of all 
ARMSTRONG BROS. Pipe 
Tools—the most complete 
line made—for each is an 
improved, a more saleable 
tool. 


Write for 

Catalog 

ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave. CHICAGO, U. S. A. 


ARMSTRONG BROS Chain 
Vises (patented) have 1-piece 
jaws (both jaws, a single drop 
, forging with center lug that pre 
vents bending of the snallest 
pipe) Base and handle are 
drop forged. Chain, proof-tested 
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dous opportunity before you does not 
picture itself just about as I have an- 
alyzed it. 

Perhaps we can get a better picture 
if we look at it in dollars’ worth of 
business to be done. 

Let’s see what washers sell for, per 
each. Back in 1927 the average retail 
price paid per washer was $143. In 
1928 it was $133. In 1929, $113. (You 


will see it was contrary to most other 


products during the prosperous times. ) 
In 1930 the average was $104.50. In 
1931, $85, and in 1932, $60. 

At an average of $68 each retail 
and I am using that figure advisedly, 
with my fingers crossed—the 1934 po- 
tential market amounts to $117,300,000! 

Here is a market well worth shooting 
at. It warrants special retail attention. 
It rates time spent thinking and plan- 
ning for its development. 





Price Fixing is Industrial Suicide In 


Period of Inadequate Buying Power 
Says Oliver Brothers Market Letter 


‘* AT a time like the present, 
when distribution is crip- 
pled by inadequate pur- 


chasing power, price fixing, as it is 
being practiced, seems like nothing 


| more nor less than industrial suicide,” 


declares the current market letter 


| distributed to its clients by Oliver 


Brothers, Inc., New York City and 
Pittsburgh, Pa. The letter continues: 

“The reason for this assertion is our 
often-expressed idea that fixed prices 
are nearly always high prices. We pro- 


| pose to show statistically that this is so. 


The Mail Order Association has col- 
lected price information for various im- 
portant lines over a period of nine 
years. The lines included were elec- 
trical goods, enamel wares, hardware, 
metals, building papers, paint, pipes 
and fittings, furnaces, plaster, soil pipe, 
lumber and millwork. The items were 
then grouped in three divisions: (1) 
Items not covered by any code or un- 
der codes free from price provisions; 
(2) Items under approved codes con- 
taining open price ,provisions; (3) 


| Those under codes containing outright 


| price-fixing provisions. 


It was shown 


that the group under no code or codes 


free from price provisions had de- 
clined in price approximately 8 per 
cent from 1929 to the end of 1933. The 
group under a code containing open- 


| price provisions advanced 25 per cent 


in the same period, and the group un- 
der codes containing outright price- 
fixing provisions advanced a little more 
than 3 per cent in the same period. It 
is curious to note that the most exces- 
sive advance in price was under open- 
price systems, which seems to prove 
two points: First, that ‘Fixed prices 
are nearly always high prices’; second, 


| that open-price associations are the 
| most pernicious and destructive forms 


of price-fixing. 
“What we are trying to emphasize is 
merely that exorbitant increases in 


price by agreement among competitors 
is the worst conceivable way of ending 
the depression, because it puts premi- 
ums on the cost of goods to consumers 
who are badly crippled by impaired 
purchasing power. 

“We do not, however, claim that 
price control is in itself bad, but that 
price control by the proprietors of in- 
dustry in their own selfish interest is 
bad. Price control by government rep- 
resentatives in the interest of the con- 
sumer is doubtless desirable in many 
cases. 

“There is another aspect to the mat- 
ter. In economic theory it has always 
been assumed that the larger, more 
self-contained, industrial or mercantile 
organization can operate more eco- 
nomically than smaller, less self-con- 
tained organizations can. But obser- 
vation shows that in many cases today 
this is not so. Many of the larger or- 
ganizations carry a terrific burden of 
bonded indebtedness and pay extrava- 
gant salaries and bonuses to executives. 
Under such circumstances, smaller com- 
petitors can often operate profitably at 
a lower level of prices without paying 
lower wages to labor, merely because 
they do not have an enormous debt or 
preferred stock paying extravagant rates 
of interests, and so on. But under price- 
fixing arrangements, the smaller enter- 
prise in this preferred position is not 
permitted to sell at what would be for 
them fair prices, but must charge ex- 
travagant prices to protect the excessive 
overhead of the larger organizations in 
the industry. Many readers may say 
that is all to the good and that the 
small concern should thank his lucky 
stars that it has this advantage and can 
make a bigger profit. The point is, 
however, that the small enterprise un- 
der discussion will not make a hand- 
some profit, but will lose sales to the 
big concern which is better known and 
better advertised.” 
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Hunting License at 6 Pence 
. Only Tax in South Sea Island 


(In the March 15, 1934, issue of Harp- 
waRE Ace, Saunders Norvell commented 
on the book “Mutiny on the Bounty,” the 
story of an English ship in the South 
Sea Islands about 150 years ago. Ship- 
wrecked members of the crew of the 
“Bounty” settled on Pitcairn Island, inter- 
married with the natives there and founded 
a small colony with a present population 
of about 200 people. This intensely inter- 
esting book has been widely read and is 
based on accurate records of the British 
Admiralty. A reader, Mrs. Jessie L. Bar- 
rett, Atlanta, Ga., has received a letter 
from Richard Bentley Fairclough, a resi- 
dent of Pitcairn Island. Because of the 
coincidence of Mr. Norvell’s article with 
the receipt of this letter, Mrs. Barrett has 
kindly given us permission to publish her 
letter, which follows.—Editors.) 

I am an Englishman, by name, Richard 
Bentley Fairclough. My widowed sister. 
Mrs. Jessie Westall also lives here. I have 
been 6 years, 7 months on Pitcairn. We 
came here from New Zealand. 

Pitcairn Island lies in South Pacific 
Ocean in Latitude 25° 4’ South; Longitude 
130° 8’ West on the track of ships from 
Panama to New Zealand. 

Pitcairn was first reported in 1765 and 
called Pitcairn after the midshipman Pit- 
cairn who sighted it. Afterwards, in 1790, 
the Mutineers of the Bounty under Fletcher 
Christian, came, bringing with them native 
men and women from Tahiti. The people 
of Pitcairn are descended from the British 
sailors and the native women. Since that 
time other British and Americans have 
come here and intermarried with the 
Pitcairns. 

The Government of the Island consists 
of Magistrate, two Assessors, Secretary, 
Public Work Committee, who are elected 
every year on Dec. 25 for the following 
year. Both men and women have votes, 
but we come under control of the British 
High Commissioners for the Western 
Pacific at Seeva Figii. The most of the 
people belong to the Seventh Day Advent- 
ist Church. They observe the Sabbath 
from *Friday sunset to Saturday sunset. 
There are no rates or taxes except 6 pence 
a year for Gun License. 

The people pay no rent, as they own 
their houses and land. There is no wages 
paid for Public Works, repairing roads, 
Public Buildings or building and repairing 
the surf boats, used for going out to pass- 
ing ships. They belong to the community. 
There are a number of fishing canoes, 
which are private property. 

There is a mistaken idea that everyone 
shares with everyone else, money they earn 
on passing ships selling baskets, shells, 
etc. What they earn is their own, but 
there is usually Public fruit given to ships 
in exchange for stores. Those stores are 
divided among the householders. 

We have no doctor. At times of need 
we get a doctor from a ship te come 
ashore. 

We have no horses; the last one died 
last November. No cattle. No sheep. We 
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have goats, chickens, turkeys, dogs and cats 
and rats. There are only a few wildbirds. 
Scarcely any sea birds. There are no carts 
or ploughs. There are a large number of 
wheelbarrows which are an unusual shape 
with sled runners which act as a brake 
coming down from the steep pathways. 

The dwelling houses are built timber with 
corrugated iron roofs, with 6 or 7 rooms in 
each house. The kitchen is usually built 
separate from dwelling house. There are 
a few cooking ranges, but usually the oven 
is built of stone. A fire is made inside, 
when hot, fire is drawn, food put in, the 
front closed with a sheet of iron and food 
left to cook. For kettles and pans, two 
iron bars are laid over the fire and timber 
is our only fuel. 

The highest point is about 1200 ft. above 
the sea. The village stands on ground 
rising from about 150 to 300 ft. above the 
sea. There are only a few small springs. 
Our main water supply is r2in water caught 
in iron tanks, or stone cisterns, lined with 
cement, about 6 ft. square and 6 ft. deep. 
The ground is very fertile. No manures 
used. Vegetables and all subtropical fruits 
grow in profusion. The climate is healtthy, 
no swamps. 

The village faces Northeast and has the 
sun nearly all the day. Our summer season 
is the reverse to yours. Highest reading 
by thermometer this last summer was 85 
degrees in the shade and 105 degrees in 
the sun. About 72 degrees through the 
night. The lowest reading I have seen was 
59 degrees, which we thought rather cool. 

There are about 60 houses. The Church, 
which is a large two-story building. Court 
House with postoffice. School, which has 
about 32 scholars. They attend school from 
6 years to 16 years of age. The present 
schoolmaster is an American, named Roy 
Clarke, who has been here about 25 years. 
The inhabitants are about 200. 

Our landing place at Bounty Bay is very 
small and often dangerous, with heavy 
surf. On Nov. 3, last, the rudder of the 
ship Bounty was pulled up after being 143 
years under sea. Last week we had a party 
of Americans on Pitcairn from the schooner 
“Yankee.” Capt. Johnson owner. They 
were delighted with our little island. 

So now I will close and I hope the 
account will interest you. 


RICHARD B. FAIRCLOUGH, 
Pitcairn Island, 
South Pacific Ocean. 














SPECIAL 
VALUE! 











L. Richbourg 
Model 


No. AG6 
FIELDER’S GLOVE 


A professional model 
Fielder’s Glove at an at- 
tractive price. Genuine 
oil-treated horsehide. 
Full leather lined. Laced 
wrist. Leather welted 
seams and diverted finger 
seams. Leather laced be- 
tween thumb and fore- 
finger. 


.RETAIL $3.25 


Write today for complete 
catalog 





Manufacturers of 
Athletic Equipment for 
Every Sport 





THE P. 


GolasSmith 


SONS, INc. 


Department U 
Cincinnati, Ohio, U. S. A. 
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EVEREDY 
Door Equipment 





























DOOR CLOSERS: No, 1100 for Screen Doors re- 
tails at 85 cts. No. 2200 for Heavier Doors retails 
at $1.25. Each in individual display box. 


SCREEN DOOR 
GRILLES: Have adjust- 
able sliding rods that 
make them fit practical- 
ly any screen door. Push 
Grilles retail from $1 
up; Kick Grilles from 
$2 up. 








SCREEN DOOR 
BRACES: Havea 


Brass tumbuckle 

in center. 16"size = 
retails for 15 cts; 
42” size for 25 cts, 


Sold by all good jobbers. Prices 
slightly tees in Far West and 
Canada. Write for circulars today. 





EVEREDY FREDERICK 
Co Md. 











Signal offers you a complete 


line of high quality Induction 
and Universal fans in sizes from 
6” to 16”, straight and oscil- 
lator types. There’s a good 
profit for you, too, with the 
Signal line, although these fans 
are priced to conform with 
present buying. They are de- 
cidedly fans your customers will 
appreciate. + + Write for 
Signal’s 1934 presentation. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


OFFICES IN PRINCIPAL CITIES 


RIAT 
ies roe, 








Decent Wage Standards Demand 
Price Stabilization 


(Continued from page 71) 


produce like beneficial results and make 
possible a far greater amount of em- 
ployment in such industries than could 
be attained otherwise. 


6. Certainty of protection 
against monopoly control and 
the oppression of small enter- 
prises. 


The Committee believes that the ten- 
dency toward monopoly and the oppres- 
sion of small enterprises is more likely 
to spring from the administration of 
than the actual provisions of the Code. 

Within an industry the best safeguard 
appears to lie in careful selection of 
Code Authority members to assure that 
all classes of interests are properly 
represented, and a speedy, impartial 
investigation of any complaints of mo- 
nopolistic tendencies or oppression, fol- 
lowed by prompt remedial action if the 
claims are substantiated. 

The problem is equally serious, and 
more difficult to handle, when the acts 
of Code Authorities affect the practices 
or long established customs of members 
of trade outside the industry or who 
handle the products of such an indus- 
try. 

The principle of Code making, in con- 
formity with the provisions of Section 
3(a) of NIRA, is to allow all parties 
to express views or offer objections to 
provisions affecting their interests. 
Such principle should also be followed 
with respect to regulations issued under 
Code Administration. 

To that end, it is suggested that be- 
fore changes in regulations are made, 
or interpretations issued, that may ma- 
terially affect interests outside the in- 
dustry proper, notice of such proposals 
should be given to the Code Authority 
for the industry, or industries, that will 
be affected, and sufficient time allowed 
for an expression of their views before 
such changes are made effective. 

In all cases such regulations and in- 
terpretations should have the approval 
of the Administrator. 

In the distributive and service fields 
the most common complaint of oppres- 
sion arises from complaints of price 
competition. 

Conclusive evidence can be presented 
of hundreds of instances where large 
distributors are selling articles of mer- 
chandise at lower prices than smaller 
competing distributors are required to 
pay for them. 

The Federal Trade Commission has 
declared that sales below cost for the 
purpose of injuring a competitor, or 
for the purpose or with the effect of 


creating a monopoly, constitute unfair 
trade practice. The facts are that such 
practices do injure competitors and do 
tend to create monopolies whether 
engaged in for such purposes or not. 
The Committee feels that one of the 
strongest protections against monopolis- 
tic developments will come through the 
prohibition of predatory cut prices in 
both distributive and service fields, and 
with that in mind again urges considera- 
tior of the proposals outlined in con- 
nection with its suggestions regarding 
“A more effective rule on costs for pur- 
pose of maintaining rules against sales 
below costs of production.” 

The Committee believes that mer- 
chants in towns of less than 2500 popu- 
lation ought not to be deprived of the 
benefit of the trade practice provisions 
of the Codes. In order that the bene- 
fits of the President’s Executive Order 
exempting certain merchants in certain 
towns of less than 2500 population is 
realized, this Committee recommends 
that all fair trade practice provisions be 
made operative upon all merchants 
without regard to location. 


7. A much improved meth- 
od for securing prompt and 
effective compliance. 


The Committee believes that speedier 
action on complaints of Code violations 
with full publicity regarding penalties 
imposed, will do much to accomplish 
greater compliance and employment. 

If quicker action in punishing wil- 
ful violators requires an increase in the 
personnel of the compliance division 
such increase is heartily recommended. 
It is apparent that in the earlier days 
of code operation a well-organized, ac- 
tive compliance field force will aid ma- 
terially in securing compliance. Viola- 
tors must be made to realize that the 
Administration is serious in its intent to 
enforce Code Provisions. It should be 
pointed out at frequent intervals that 
violations of a code are a violation of 
federal law. 

In addition it suggests that National 
Code Authorities notify local or 
regional Code Authorities operating un- 
der their jurisdictions of results ob- 
tained by the Code Authorities in their 
respective industries in securing com- 
pliance so that such local or regional 
authorities may be constantly reminded 
that Code violators are being brought 
into line. 

Likewise, National Code Authorities 
should require periodical reports from 
their local or regional Authorities of 
settlements which have been effected 
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without appealing to the National Au- 
thority and a summary of such accom- 
plishments should be issued to their 
Code Authorities, as well as to the Ad- 
ministrator. 

It urges that the work of requir- 
ing the posting of labor provisions be 
carried forward as speedily as possible 
and that in all cases such posters should 
carry instructions to those desiring to 
make a complaint of a Code violation 
giving information as to whom such 
complaints should be sent and em- 
phasizing the fact that in the matter of 
labor complaints the complainant’s 
name will not be devulged without per- 
mission. The filing of a complaint 
should be made as simple as possible. 

It is also suggested that the Ad- 
ministrator issue an invitation through 
the Press for all persons who have 
knowledge of code violations to report 
them. Such action should be urged 
upon the public as a patriotic duty in 
support of the President in his Re- 
covery Program. It is believed the ef- 
fect will be both to bring information 
to the proper authorities of violations 
and also serve notice on all industry 
that strict enforcement of code pro- 
visions will be effected. 

Early release of the new Code Eagles 
with attendant publicity will also serve 
to obtain greater compliance. 

The Committee feels that the Trade 
Association Division of NRA can ren- 
der a distinct service in this matter by 
(a) initiating an inquiry into methods 
whch trade associations have used to 
inform members of code provisions and 
steps taken to secure wide voluntary 
compliance, (b) developing from such 
information and suggestions from other 
sources an educational campaign to be 
disseminated to association members 
through their respective associations, 
and to non-association members by 
such means as the Trade Association 
Division may determine. Such a cam- 
paign should be calculated to arouse 
enthusiasm for Code compliance by 
pointing out its advantages to the in- 
dustry and should by all means con- 
template education of members of in- 
dustry to the need for buying, as well 
as selling, under the Code Eagle. 


8. A safe method of financ- 
ing code administration with- 
out racketeering and abuse. 


The first safeguard should be to re- 
quire National Code Authorities to sub- 
mit proposed assessment plans and 
tentative budgets and have them ap- 
proved before they are put into effect 
and to make all Code Authorities 
clearly understand that no assessments 
may be levied until the plan has been 
approved by the Administrator. 

Regulations governing collection of 
assessments as well as notices of as- 
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JOBBERS 


DAZEY 
CHURNS 


ARE SOLD ONLY THROUGH YOU 
Leading Jobbers and Dealers have long recognized the DAZEY 
CHURN asthe leader. Another indication of quality is the endorse- 
ment by Good Housekeeping Institute, State Agricultural Colleges 
and Scientific Buttermakers. In 
these days of pitch and toss in 
marketing we hold firm to our 
policy of supporting exclusively 
the jobber dealer system of hard- 
ware distribution. We _ believe 
this to be in the best interest of 
both the public and the trade. 











METAL AND 
GLASS HAND DAZEY ELECTRIC 
CHURNS SHARPIT CHURNS 


DAZEY CHURN AND MANUFACTURING COMPANY 
ST. LOUIS, MO. 

















ON THE OUTSIDE 
LOOKING IN— 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 
The commuter, the farmer; the house- 
wife, all who pass your windows judge 
ey you and your merchandise by your 
window displays. 
“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 
Don’t neglect your best invitation to 
new and increased business. 
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900 Rooms— 
All Outside 








sessments should have the approval of 
the Administrator before being issued 
in order to avoid the issuance of 
threatening letters which cause mem- 
bers of an industry to class the as- 
sessment plan as a “racket”. 

Violations of such provisions should 
be promptly dealt with by the Ad- 
ministrator to the extent of removing 
offenders from Code Authorities, after 
proper notice and hearing. 

So far as financial operations are 
cancerned Code Authorities should be 
definitely separated from Associations, 
and the accounting records of such or- 
ganizations should clearly reveal such 
separation. 

Funds secured as the result of Code 
assessments should be used solely for 
Code administration. 


Such conferences should be attended 
by Division or Deputy Administrators 
for the Codes in question and if it is 
impossible for the industries to reach 
an agreement, the Administrator, upon 
advice of such Deputies should issue 
a final decision on the matter. 


10. Adequate labor and 
consumer representation in 
an advisory capacity on code 
administration. 


11. Uniformity of govern- 
mental representation on 
code authorities. 


It is the opinion of the Committee 
that National Code Authorities on 
which members without vote, but with 
veto power, have been appointed by the 
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The principle of a single assessment Administrator provide adequate ma- . 
against a business should be carried chinery for handling matters of Code 7 
out so far as possible. Members of an Administration, and that procedure in F 
indutry should pay the assessment for accordance with Bulletin No. 7 by such F 
adminitration of the Code governing Code Authorities assures fair considera- f 
the business in which they are pri- tion of all matters affecting interests of 
marily and principally engaged. labor, consumers and members of the : 
Such determination can usually be industry. 
made on the basis of hours and wages. , s 
They should not be required to pay 12. Wide use of mechanism 
assessments for the administration of for settling labor disputes in 
Codes for other industries unless the connection with code admin- 
member of the trade has a clearly de- istration. 
fined department with employees ex- : , 
clusively engaged in pr ~-sogoer Pra The Committee believes that settle- 
te each eas Code ment of labor disputes, as differentiated = 
Besides, all Shelby rooms ee ame from labor complaints, is without the 
and suites have private : 9. Elimination of incon- province of Code Authorities, and con- 
ath--eeestetingleoweler sistent or conflicting provi- curs in the following statement on this 
sions among codes. matter made by the Consumer Goods 
—box-mattressed beds Members of industrice should be in- Industries Committee: 
and tip-eliminating servi- vited to report to the Code Authority “With the rights of labor clearly de- 4 


dors. Other Shelby fea- 
tures: a location in the 
heart of downtown Detroit 
— three popular priced 
restaurants—garage— 
lobby shops. Rooms $2 to 
$10. Suites $6 to $25. 


HOTEL | O 


Shelby 


MAYNARD D. SMITH 
President 


DETROIT 
“AGLOW WITH FRIENDLINESS” 








in which they are principally inter- 
ested, either directly or through their 
trade associations, instances of con- 
flicting or over-lapping provisions in 
other Codes which may affect them. 

Such Code Authorities should ar- 
range for a conference ,with the Code 
Authority of an overlapping Code for 
the purpose of reaching an equitable 
adjustment of the matter, which de- 
cision shall be subject to the approval 
of the Administrator. 


fined in the law and in the Codes, and 
the full machinery established for the 
enforcement of those rights, the com- 
mittee feels that the only thing neces- 
sary to insure a wider use of the 
mechanism for settling labor disputes 
and accomplishing the purpose of NRA 
in avoiding industrial disturbances, is 
a more general dissemination of in- 
formation as to the existence of that 
mechanism and the method of setting 
it in motion.” 





Foley Food Mill 


Hand operated for mashing or ricing 
vegetables, for making tomato juice, pre- 
paring foods for infant or invalid feeding, 
etc. Food mill is placed on slightly larger 
kettle or bowl and crank is turned. Curved 
beater attached to crank rapidly forces 
food through finely perforated bottom. By 
removing a thumb screw on bottom of 
crank, removal of crank and beater is 
enabled for washing. Suggested retail sell- 
ing price $1 ($1.25 west of Rocky Moun- 
tains). Foley Mfg. Co., Foley Bldg., Minne- 
apolis, Minn. 
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Speed King OFFERS 
SENSATIONAL NEW 
SELLING FEATURES 


Here is an announcement that will interest every dealer selling 
roller skates. The Hustler Corporation introduces a new line 
of “Speed Kings”—with more selling features and bigger values 
than ever offered before. 


“Speed King” roller skates (formerly made by the Kohler Die 
and Specialty Co.) have an established reputation for quality. 
To this Hustler adds style, individuality and value—setting the 
pace in the roller skate field. 


Before placing your orders for the spring skating season, don’t 
fail to investigate the new Hustler “Speed Kings” and the 


One _ piece, unbreakable 
heel plate to stand the 
gaff. 


= More rigid, channel ex- 


tens.on bar adds strength 
and rigidity. 


Sturdier, longer-bearing 


axles assure extra long 


life. 


Corrugated, cold-rolled 
steel foot plate with 
rounded edges. 





More resilient cushions 
for easier riding, quicker 
turning. 


New style toe-clamp fits 
either boys’ or girls 


shoes. 


New design, self-contained 
ball bearing wheels for 


speed. 


New adjustment feature 
extension from 63,” 
om: 32". 





profitable Hustler dealer proposition. Write today for samples 
and complete information. 


HUSTLER 
= {; CORPORATION 
Ug Subsidiary of Frantz Mfg. Co. 
ES 


ROLLER SKAT Dept. DHA4, Sterling, Ill. 





Here’s FRONT PAGE NEWS... 





Sell This 


An American-made 


Spr ] n g ti me | de PE speci agemtin =n 


RETAIL with WADSWORTH CASE 
5 

@ Clean Yards | 

@ Clean Stock 


e Clean Profits 





















Jeweled movement. 
chromium plated case, 
etched gold numerals, sil- 
vered dial, strap or brace- 
let. Retails at $5.00, and is 
to the best of our knowledge, 
the first jexeled watch of 
American make at a price 
within reach of everyone. 
Catalog of New Haven 


Springtime is clean-up time. Tell wrist and pocket 


your customers how to dispose of 
their garbage conveniently. How 
to bury it underground in fly-proof, 
dog-proof receivers. The inner can 
is easily removed for emptying. 
Write for literature and prices to | 
The Majestic Company, Hunting- 
ton, Indiana. 


MAJESTIC 


Underground Garbage Receivers | 


watches on request. 


COMING! NEW, SMALL, JEWELED 
LADIES’ WRIST WATCH WITH 
WADSWORTH CASE! 


THE NEW HAVEN CLOCK CO. 
NEW HAVEN, CONN. 








@ 
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The next issue of the Catalog 
and Directory Number of Hard- 
ware Age will be published Sept. 
27, 1934. It is a condensed cata- 
log of manufacturers of hard- 
ware and kindred merchandise 
im one handy volume for ready 
reference. 


RHINELANDER, Wis.: Who makes an 
oblong cast iron fish fryer about 18 
inches long, 10 inches wide and 2 to 
2%, inches deep?—Schooley-Forbes 
Hardware Co. 


ANSWER: The Wagner Mfg. Co., 
Sidney, Ohio, and the Griswold Mfg. 
Co., Erie, Pa. 

* © # 

New York, N. Y.: Who makes the 
fishing reels formerly manufactured by 
A. F. Meisselbach Bros.?—Markt & 


Hammacher Co. 


ANSWER: These are now made by 
the General Industries Co., Elyria, 
Ohio. The A. F. Meisselbach Bros. 
have been for some years a division of 
the first named company. There is 
also a company known as the Meissel- 
bach Catucci Mfg. Co., 51 Stanton 
Street, Newark, N. J., which makes a 
fishing reel known as Symploreel. 


® ¢ ®@ 


Canton, Pa.: Where can we obtain 
repairs for a H. & A. revolver, for- 
merly made by the Hopkins & Allen 
Arms Co., Norwich, Conn.?—Wynne 
Bros. 

ANSWER: From the Marlin Fire 
Arms Co., New Haven, Conn., which 
acquired the Hopkins & Allen Arms 
Co. 


.* © @ 


Newark, N. J.: Who makes % in. 
No. 44, Imperial tubing tees?—L. 
Friedman. 


ANSWER: Imperial Brass Mfg. Co., 
1200 W. Harrison St., Chicago, III. 


* + * 


South Beno, Inp.: Who makes 
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Who Makes It? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
eause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
28, 1933. When writing to the firms mentioned, state that you 
saw the product sted in Hardware Age “Who Makes It?” sec- 


Skour-Pak, a product used for clean- 
ing cooking utensils?—G. E. Meyer & 
Son. 

ANSWER: Skour-Pak Steel Wool 
Corp., 1161 E. 156th St., New York, 
N.Y. 

(See p. 349, Sept. 28, 1933, H. A. 
Directory Number.) 

* * & 


Wuee.inc, W. Va.: Who makes the 
Fairy No. 15 coal heating stove?— 
Beckers, Inc. i 


ANSWER: Liberty Range Works, 
Inc., Nashville, Tenn. 
* + * 


AmpBriIDGE, Pa.: Furnish address of 
the Siegler Enamel Range Co.—Robert 
S. Stewart. 


ANSWER: Centralia, IIl. 


* + 


Atvantic City, N. J.: Provide names 
and addresses of several manufac- 
turers of leather automobile driving 
gloves, Lined.—Chelsea Hardware Co. 


ANSWER: Hanover Glove Co., Inc., 
4 Exchange Place, Hanover, Pa.; 
Gloversville Auto Glove Co., Glovers- 
ville, N. Y., and H. & P. Unique Glove 
Co., Johnstown, N. Y. 

* * * 

Newark, N. J.: Provide address of 
Jos. O. Flatt & Co.. Inc.—J. Heller & 
Son, Inc. 

ANSWER: This firm is a branch of 
the Ox Fibre Brush Co., 400 E. Church 
St., Frederick, Md. 


* + * 


Tuxepo Park, N. Y.: Who makes 
Woodason powder bellows?—Oram & 
Barnes, Inc. 

ANSWER: Thos. Woodason, 2900 
D. Ave., Philadelphia, Pa. 


* * * 
New Britain, Conn.: Where can we 


buy Woodruff carbon keys?—The 
Kolodney Bros. Hardware Co. 


ANSWER: Standard Horse Nail Co., 
New Brighton, Pa. 


Eira, N. Y.: Where can we pro- 
cure a G. M. Co., seven to one, geared 


chuck ?—The Geo. W. Peck Co. 


ANSWER: Garrison Machine Works, 
Dayton, Ohio. 
* * * 


TownviL_Le, Pa.: Where can we buy 
display jars for small garden seeds 
about 31% x 34% x 91% in., or larger?— 
Mason & Riede. 


ANSWER: Sneath Glass Co., Hart- 
ford City, Ind.; Hocking Glass Co., 
Lancaster, Ohio, and Radiant Glass 
Mfg. Co., Fort Smith, Ark. 


. = & * 


Hammonpsport, N. Y.: Who makes 
the King Oak, No. 215, stove No. 45, 
“bucket-a-day” water heating coal 
stove ?—Freidell & Lacher Hardware 
Co. 


ANSWER: Oakland Foundry Co., 
Belleville, Il. 


* %*&£ * 


New York, N. Y.: Provide name 
and address of the manufacturer of 
Mulconroy steam hose couplings.— 
Armstrong & Son. 


ANSWER: Mulconroy Co., Inc., 54th 
& Jefferson Sts., Philadelphia, Pa. 


> @& ¢ 


CuLtMAN, AxLa.: Who makes two 
wire cash carriers?—C. A. Stiefel- 
meyer. 


ANSWER: J. L. Baldwin Carrier 
Co., 28 S. Clinton St., Chicago, IIl.; 
The Lamson Co., Inc., Lamson St., 
Syracuse, N. Y., and the G. & G. Atlas 
Systems, Inc., 537 W. Broadway, New 
York, N. Y. 


* * 


LouIsviLLe, Ky.: Provide names and 
addresses of several manufacturers of 
miners’ caps—Peaslee-Gaulbert Corp. 


ANSWER: Wilkes-Barre Cap Mfg. 
Co., Wilkes-Barre, Pa.; Pennsylvania 
Mfg. & Supply Co., Wilkes-Barre, Pa., 
and the Mine Safety Appliance Co., 
230 N. Braddock Ave., Pittsburgh, Pa. 
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Tilette Liquid Porcelain 
Glaze 


has proved a steady, profitable seller. 
Home owners find it so satisfactory 
for repairing unsightly chipped por- 
celain sinks, bath tubs, lavatories, 
etc., they are ready to try the other 
Ready-For-Use Tilette Products. 


Dealers will find every Tilette Prod- 1 
uct equally salable and reliable—and 
remember 


Every TILETTE Product Listed 
Carries a Profit Above the Average 
TILETTE PLASTIC CEMENT 


Resets loose tile and bathroom fixtures to tiled walls with- 
out screws. 


TILETTE CANNED WOOD 
A perfect crack filler. 


TILEKO WATERPROOF CEMENT 
A waterproof cement for filling in crevice between bathtub 
and tiled walls. 


TILETTE QUICK-SET SPUD CEMENT 
For setting brass spuds into porcelain handles, also for set- 
ting loose cutlery and umbrella handles, door knobs, etc. 


TILETTE IRON CEMENT 
For repairing tanks, boilers, stoves, radiators, cracked fur- 
naces, engine blocks, etc. 


TILETTE CEMENT CO., INC. 


401 Lafayette St. 1115 Temple Street 
New York Los Angeles, Calif. 





























“Correct in 
Every Weigh" 





One dealer has sold over 2000 
within the last three months with- 
out a single scale being returned 
for any reason. The Counselor 
is low in price but high in quality. 
Guaranteed for five years. Sold 
by leading jobbers. 

THE BREARLEY COMPANY, Rockford, Ill. 


Represented in New York by 
LOEB-STERN, Inc., 19 West 23rd St. 











are _— 











~-(CHICAGO)— 


SPRING HINGES 


Compare the Value 
of 


“Premier” Spring Pivot-Hinges 















Type 4001 





It is the value received by your cus- 
tomer, in return for his money, that builds 
goodwill for your business. 


By comparison “Premier” Spring Pivot- 
Hinges represent a value which architect 
and contractor are quick to recognize. 


Send for New Catalogue No. H-47 
Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S.A. 





APRIL 12, 1934 








Is the new Wright sample 
display working for you? 


A sure business-getter for 
the hardware dealer. 


G.F. WRIGHT STEEL WIRE ——— 

Displays 20 grades of 
square mesh cloth and 
18 grades of netting. 
Substantial and colorful. 
Opens the door for new 
markets and additional 
profits for you. 


Ask your jobber. 





G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 


NEW YORK ATLANTA CHICAGO LOS ANGELES 
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Letters tol 





Well Defined Distribution Channels 
Will Eliminate Unethical Practises 


Permit me to suggest that as a whole, 
the American people have developed 
into a highly specialized Nation of Pro- 
ducers with but little or no attention 
having been concentrated upon “sell- 
ing” or the proper methods of distribu- 
tion. The proper methods have not 
been developed because there has been 
no concerted action by any agency to 


educate the producer on the most effec- 


tive, most economical and most logical 


channels through which his products are 


going to reach the “greatest” number 
of people at the least possible cost—not 
cost to the producer, but cost to the con- 
sumer. 

The channels of most economical dis- 
tribution should be given gteaie: con- 
sideration by the Administration than 
any other one topic. After the channels 
are well defined, all the other subjects 
objectionable to business administra- 
tion will gradually be eliminated. 

After the channels have been settled. 
the next most important step is to clearly 
define the meaning of producer, manu- 
facturer, distributor, jobber, retailer, 
dealer, user, consumer, etc., so that 
there will be no misconception upon the 
part of anyone as to his own proper 
classification. 

After this comes “open prices,” clearly 
setting forth what each class should 
pay, with proper trade differentials be- 
ing clearly established to the end that 
a PROFIT will be earned by each class. 

Practically every class within an in- 
dustry knows what the “Average Cost 
of Production” is, and every class has 
to deal with materials, labor and over- 
head. These are the only elements that 
enter into “Costs.” 

It is when the PRODUCT being sold 
GETS OUT OF THE NATURAL 
LINES OR CLASSES of distribution, 
or when a MANUFACTURER OR 
PRODUCER tries to SELL DIRECT 
and cut out the MIDDLE MAN that 
chaos is evidenced within an industry. 


That is the BASIC TROUBLE of 
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business today. It has been led up to 
over a period of many, many years 
through a desire upon the part of the 
“hog” in business to waddle in every 
puddle. He, in the beginning, made 
competition unbearable for his com- 
petitors. He was the beginning of se- 
cret prices, secret rebates, and the be- 
ginning of “MONOPOLY.” He was 
the “father” and “mother” of the Sher- 
man Law, and now he is standing on 
the threshold of destruction. 

Open Prices. Yes, by all means. 
But Open Prices only along clear de- 
fined lines of proper differentials for 
the different classes referred to above. 

Now, with respect to Government 
purchasing, no matter whether City. 
State or Federal. If existing laws in- 
terfere with the fundamental ethics of 
business, then, by all means, change 
the laws. Until that time let the Gov- 
ernors of the various States proclaim 
that a National Emergency exists, the 
same that our great President has done. 
and instruct the purchasing agencies 
to recognize the Emergency and use 
sane, sensible judgment for the common 
good of all the people. No State, no 
City, nor the Federal Purchasing Agen- 
cies should be permitted to throw out 
any or all bids for any kind of work 
when the BIDDER has COMPLIED 
WITH THE SPECIFICATIONS. This 
is ruinous to industry and permits the 
gravest of injustice. 

Let’s all be fair, square, honest and 
aboveboard and stoop to nothing that 
bears the slightest semblance of dis- 
honesty. 

Rosert H. Lyon, Lyon, Conklin & Co., 
Inc., Baltimore, Md., member, Sheet Meta 
Distributors Code Committee, addressing 
recent NRA conference. 





Welcome Home! 


PeTersBuRG, INpD.—Please find en- 
closed our check for $1 in payment 
of Harpwar_e AGE. 


the Editor 


Things in a business way have been 
so rotten we have been cutting every- 
thing off that we figured we could do 
without, but have come to the conclu- 
sion that we could not afford to do 
without HARDWARE AGE. 

Reap & Marsee. 


Thank You, Mr. Parsons! 


PorTLAND, Ore.—I like the Harp- 
warE AGE, and I consider it one of the 
most valuable publications that comes 
my way. I always read it with keen 
interest. Its matter is presented in an 
attractive manner and well illustrated. 
I appreciate its practical articles in the 
general phases of hardware merchandis- 
ing. 

I do not hesitate to recommend the 
HarpwareE AGE to hardware men as one 
of the most up-to-date, practical and 
interesting trade journals published. 

G. B. Parsons, 
Honeyman Hardware Co. 


Suggests Financial 
System 


Bryn Mawr, Pa.—I am of the opin- 
ion that a financial system based upon 
the following principles should stimu- 
late both the material and labor mar- 
kets and might be an interesting sug- 
gestion to your readers: 

In place of the Government payment 
of relief moneys to the C.W.A. and all 
kindred organizations, consolidate all 
such funds into one general fund to be 
entrusted to the Postal Savings De- 
partment of the Post Office Department 
(to eliminate expense and grafting 
politicians) for distribution to the vari- 
ous states on the basis of the last cen- 
sus population for the sole purpose of 
advancing funds direct to real estate 
fee owners of record prior to Jan. 1, 
1933, to be used by the owners only for 
the buying jointly of both labor and 
building material, for new improve- 
ments on land, or repair of, or improve- 
ment on, buildings on the real estate, 
such loans to be for a term of ten (10) 
years payable in twenty (20) semi- 


HARDWARE AGE 

















n 





BABCOCK 
Spruce Ladders 


Air Dried Full Strength 
In Clear Spruce 

Safe, Light, Strong 

All Ladders full sized 
stock. Extension Ladder 
Rails same size top and 
bottom. 


BABCOCK 
LADDERS 


for Every Purpose 











| 
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Fruit Single Extension 








Write 
Single NOW 
r for 
our 
Latest 
Booklet 
and 
Price 
List 











Mechanic 


W.W.BABCOCK CO, Bath, N. Y. 














ILCO QUALITY PRODUCTS 


Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines, 
bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 


Look for full page announcement 
in Hardware Age, April 26th issue 


INDEPENDENT LOCK COMPANY 
Fitchburg, Mass., U. S. A. 


THE SYMBOL OF SUPREME LOCK PROTECTION 











ALWAYS NEEDED! 
A List of 


WHOLESALE 
HARDWARE 
HOUSES Giving 


Names and Addresses; Capitaliza- 
tions; Lines Handled; Territories 
Covered; Number of Men Travelled; 
Names of Officers and Buyers. 


Useful for 


PERSONAL SALES CONTACTS 
CREDIT DEPARTMENT 
DIRECT MAIL WORK 


HARDWARE AGE VERIFIED LIST 
239 W. 39th ST., NEW YORK, N. Y. 





Price $10.00 a Copy 
Check with Order 














APRIL 12, 1934 


















REG. U.S. PAT. OFF. 
for every marking purpose 


STAONAL Marking Crayons are 
free from grit and always make a 
clear, indelible, waterproof mark. 

NO. 4 STAONAL is the one 
satisfactory answer to the problem 
of marking Transparent Cellulose 
and Glass. NO. 2 STAONAL is un- 
excelled for marking Parcel Post 
and Express Packages. NO. 29 
STAONAL is a hard- pressed Lum- 
ber Crayon for marking on green, 
wet and dry lumber. All three are 
furnished in Black and Colors. 

Made by the Sole Makers of 
CRAYOLA, the world’s largest-sell- 
ing drawing crayon brand. 


BINNEY & SMITH CO. 


Room 1952 41 EAST 42nd STREET 
NEW YORK 











a Its Exclusive Features 
Make Sales for You --- 


The EAGLE Improved Hydraulic Pump Oiler 
is carefully constructed with Detachable 
Welded Steel Spouts and Machined and 
Ground Brass Plungers that will PUMP ANY 
OIL THAT FLOWS. The usual troublesome 
pump leathers are dispensed with—customers 
appreciate this important detail which in- 
sures BETTER and LONGER SERVICE. The 


IMPROVED 
HYDRAULIC 
PUMP OILER 


saves time and money for 
every user. Every oiler 
is guaranteed to be satis- 
factory. Retail from 75 cts. 
to $2.15 each according 
to size and capacity— 
straight or angle spout. 
Generous dealer profit. 



























SOLD BY LEADING JOBBERS 


Ask salesmen to see Eagle line 
or write us direct for deserip- 
tive circulars. 


EAGLE MANUFACTURING CO. 


WELLSBURG, W. VA. 





YOUBLE SEAMED BOTTOM 


Established 1894 
Incorporated 1897 
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A strictly virgin metal sol- 
der combined with genuine 
Rubyfluid. It fluxes per- 
fectly and makes tasting 
joints. 40/60-11 gauge. 
Rosin core in (4 ga. 1, 5 
and 20 Ib. spools. Send for 
Free Sample. 


THE RUBY CHEMICAL CO. 
58 McDowell St. 
Columbus Ohio 








When You Order 
Rim Locks, Order 
the Best— 


SKILLMAN 


Packed with knobs 

assembled. Order 

through your jobber. 

Skillman Hdw. Mfg. Co. 
Trenton, N. J. 

The most complete line of Rim Locks made 











SALES TIP! A o1. 
NOKORODE CORE Git 
SOLDER—takes the place 
of acid or resin. Wrapped 
in each package is book- 
let ‘How to Solder.” 
Ask your jobber. 
Packed 2 dozen to a car- 
ton. Also larger sizes. 


THE M.W. DUNTON CO. 
PROVIDENCE, R.1., U.S.A. @oe 


NOKORODE 











NOW the National Sales 
Leader of boxed range 
burner wicks. 
An All Year Item that 
makes Any burner a 
Good Burner... and 
the Best Burner Better! 









NEWTON MFG. CO. 
Patents Pending Asbestos and Metal Specialties 
Ne. 674015 27 Haymarket Sq., Boston, Mass. 
Jobbers and Distributors please write N.R.A. 
Price List giving descriptive matter a. discounts. 








TEELGRI 
Flexible Belt Lacing 








ALL YOU NEED IS A HAMMER 
A better lacing made to American standards, that 
you can recommend for all garage, farm and shop 
uses. Breaks to width. Put on with hammer in few 
minutes. In boxes or ‘‘Handy Packages.’’ Profitable. 


Armstrong-Bray & Co. 
Write for 315 N. Sheldon St., 
Circular, Prices. Chicago, U. S. A. 











Sells Fast-to Every Home 


SUPERIOR SILENT DOOR CLOSERS 


Every slamming door a ‘‘prospect.’ Superior 
Door Checks are made in four styles and in four 
price ranges. We manufacture the most complete 
line of air checks. With Superior Door Closers 
you can supply every need in every price range at 
a_good profit. Write for circular catalog. 
“There Is Seer Value in Superior Hardware’”’ 
SUPERIOR SPRING HINGE CO. 
548 W. Lake St., Chicago 


















lay ¥ = = . " = = 
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A BIC SUMMER SELLER - 






134 





annual instalments with interest at 4 
per cent payable semi-annually, and 
are to be made upon owner’s sworn ap- 
plication showing the specific cost, uses 
and purposes for which the money is 
to be used, and the true condition of 
owner’s title and financial standing, 
etc., accompanied by a recent legal 
opinion of the title offered—the Gov- 
ernment to accept the owner’s judg- 
ment notes for the loan and confess 
judgment immediately thereon at the 
owner’s cost to a lien upon the real es- 
tate as security for repayment. 

Loans of this character will induce 
and attract land owners with merchant- 
able titles to building, to invest in the 
necessary repairs and improvements 
needed and beneficial to the real es- 
tate; and will create an immediate and 
large demand for building labor and 
material through which source money 
will be released into all commercial and 
industrial avenues; unemployment will 
decrease; relief stations and _ bread- 
lines will be reduced in great num- 
bers; factories, railroads, trucks, etc., 
will show increased activities and re- 
sults; labor, our main source of con- 
sumption, will then have money of its 
own to spend, purchase and consume 
the raw and finished products. 

The Government at the end of the 
tenth (10th) year will have approxi- 
mately all of the moneys advanced plus 
a large earning of interest back into its 
treasurer’s keeping—somewhat differ- 
ent from the C.W.A. and kindred or- 
ganizations’ system of financing but 
more self-respecting and democratic to 
mankind.—Louis J. DuRocher, an at- 
torney. 


It's Not the Hammer, Ham- 

mer, But “Plane” Thinking 

That Gives 'Em “Level” 
Heads 


Cotorapo Sprincs, CoLo.—Notwith- 
standing the fact that I am not now 
in the hardware business I contracted 
the habit of reading the HARDWARE AGE 
several years ago and find it a habit 
hard to break because of the many 
interesting business-like articles that 
it contains. The informal articles 
by Saunders Norvel are always very in- 
teresting. 

During the past two years the Harp- 
warE AGE has been following me into 
unusual places for a hardware journal 
to circulate, i. e., hospitals for mental 
cases. First to that located at Spencer, 
West Virginia, then to Huntington, 
West Virginia, and now I wish it to 
come to me here. I wonder if any 
other subscription of your publication 
is sent to a hospital for the insane. 

I almost forgot to tell you that I am 
not an inmate of these institutions, but 
one of the physicians. 

Incidentally here’s the $1 in payment 
of my subscription. 

Dr. L. C. Oyster, 
Psychopathic Hospital, 
Colorado Springs, Colorado. 


P. S.—I have not contacted any hard- 
ware men as inmates of any of the 
three institutions in which I have been 
employed so it can’t be that the hard- 
ware business has been bad enough to 
cause any of them to lose their mental 
poise —L. C. O. 





Drawings Help Rose Growers Select Right Bushes 


Rose bushes look’ much alike to 
the average layman, particularly 
when they’re dormant. So Charles 
Brown and Sons, San Francisco hard- 
ware store, found it a good plan to 
point out the differences in quality 
in a very explicit way and inciden- 
tally stress the quality of the No. 1 
classification which they stock ex- 


clusively. They did this by illus- 
trating their ad with four drawings 
of root systems of corresponding 1, 
114, 2 and cull grades classified ac- 
cording to the specifications of the 
American Association of Nursery- 
men. These illustrations plainly 
demonstrated the differences between 
various grades. 





Hoppe Offers Electros and 
Advertising Suggestions 


As described in a four-page broadside of 
standard size. Inside double spread of 
broadside is made up of various styles and 
sizes of suggested advertisements presenting 
data on Hoppe’s No. 9 Gun Cleaning Sol- 
vent, Hoppe’s Lubricating Oil, Hoppe’s 
Gun Grease and Hoppe’s Gun Cleaning 


Pack. These suggestions are intended to 
help the dealer prepare local newspaper 
advertisements, circulars, etc. They are 
available to jobbers for catalog use. The 
fourth page of the broadside illustrates 26 
different electros which the Hoppe com- 
pany will furnish dealers and wholesalers 
without charge. Frank A. Hoppe, Inc., 
2314 North Eighth Street, Philadelphia, 
Pa. 


HARDWARE AGE. 
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One of the best ten cent sellers on the 
market today. Strong, deluxe type, 
hand garden tools, designed for profes- 
slonal and amateur use. Sturdy 
hardwood handles. Packed | doz. toa 
shipping case. Write your wholesale: 
for prices. —Slightly higher in Canada 


ANIMAL 


TRAP 


ULE... GENTLEMEN 


only a dime . . a ten cent seller 
with a BIG GROSS MARGIN. 


COMPANY 


Stock these superior garden tools. 





OF AMERICA 


The world’s oldest and largest Manufacturers of Animal Traps 


LITITZ, PA. & NIAGARA FALLS, ONT. 











@ 


RAIN-SQUARE 
Lees. 


@ A whirling sprinkler that sprinkles an 
exact square. It reaches the corners! 


@ Cuts water bills in half! 

@ Opens up a new sprinkler market for 
you. 

Ml Made of highest quality materials— 
revolves on Hoover Ball Bearings. 

@ A model for every size lawn and 
pocketbook. 


Write for catalog, priccs and discounts. 


HOOVER STEEL BALL CO. 


Ann Arbor, Michigan 














and 
Invaluable to Campers 
Gw9o 
Burns_ kerosene 
or gasoline with 
equal efficiency. 


Cw 


740 Washington Ave., North 
Minneapolis, Minn. 








* THE SWEDISH “PRIMUS” « 


Is the Indispensable Companion of Explorers 
Ff) 


Smokeless — Reliable — Safe 


Send for complete catalog 
of more than 60 patterns 


© SANDVIK SAW & TOOL CORPORATION e 





109 Lafayette St. 
New York, N. Y. 




















maxes Devlin Fittings 


e So Tough ? 








Proper annealing toughens castings and 
insures long life for Devlin fittings. In 
this Devlin operation castings are slid 
into our new Quick-Annealing Oven. This 
latest-type oven produces a perfectly an- 
nealed casting four days sooner than old- 
style periodic ovens. Better annealing 
methods mean stronger fittings — more 
profit for you. 


THOMAS DEVLIN MFG. CO., INC. 
BURLINGTON, N. J. 
Manufacturers of a complete line of 
DEVLIN FITTINGS and FRETZ NIPPLES 
Save this series of advertisements, they tell a com- 
plete and valuable story. If you do not have 
preceding advertisements, write us. 
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SELL 








PRODUCTS 


Right in 
Your Line! 


(CHECK up on your supply 
of Stewart Sales’ liter- 
ature on the products listed 
herewith—if you haven’t an 
ample supply, write us. You 
should have copies of the 
new Stewart catalogs for use 
in the coming spring season. 
Being in the hardware busi- 
ness gives you a splendid 
lead on prospects — so be 
prepared to make immediate 
sales. Write for the Stewart 
dealer proposition. 


EXTRA PROFITS 
for 
HARDWARE 
DEALERS 





IRON FENCES 





CHAINLINK 
WiRE FENCES 


GATES : ARCHES 
WINDOW GUARDS 


BALCONY 
RAILING 


FOLDING GATES 


Viscellaneous 


Iron Work 


The STEWART IRON WORKS COMPANY, Inc. 


213 Stewart Block 


. . Cincinnati, Ohio 
RRA AINE ee RMR 
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Major Appliances Approved by I.V.A. 
To Go On Sale About May First 


Electric Home and Farm Authority to Finance Distribution 

of Electric Ranges, Hot Water Heaters and Refrigerators 

Through Existing Wholesale and Retail Channels and An- 

nounces Effort to Further Reduce Retail Prices on These 

Appliances as Part of Plan to Electrify Entire Tennessee 
Valley Area. 


By L. W. MOFFETT 


Washington Representative HARDWARE AGE 


CTUAL sales of low-cost electrical 
appliances, through existing dis- 
tributors, in the Tennessee Val- 

ley, through financing by the Electric 
Home and Farm Authority, Inc., are 
expected to begin about May 1. Prod- 
ucts it is hoped to start marketing at 
that time are ranges, hot water heaters 
and refrigerators. It is planned to sell 
other electrical products later. Financ- 
ing arrangements made are for the 
present limited to Aug. 1. 

Announcement of plans for early fi- 
nancing has been made by President 
David Lilienthal of the EHFA, who is 
also a director of the Tennessee Valley 
Authority. Agreements have been 
reached with manufacturers of electric 
ranges and heaters, whose prices repre- 
sent reductions ranging from 20 to 32 
per cent in retail prices. Mr. Lilienthal 
said that prices of electric refrigerators 
asked by manufacturers remain too high 
but expressed confidence that sharp re- 
ductions will come. 


Further Cuts After Aug. 1 


After Aug. 1, it is hoped to get still 
further cuts in all prices. The EHFA 
is attempting to “electrify every home 
in the Tennessee Valley and to have it 
equipped with electrical appliances. 
Families in that region have modest in- 
comes and for this reason manufactur- 
ers of electric appliances are being 
urged to submit the lowest possible 
prices. In connection with ranges, Mr. 
Lilienthal has suggested to them that 
they create new designs at lower costs. 

On March 9 at the headquarters of 
the National Electrical Manufacturers’ 
Association in New York, Mr. Lilienthal 
and his aides examined some 40 varie- 
ties of electric ranges, heaters and re- 
frigerators, built to conform to specifi- 
cations drawn up by the manufacturing 
groups. As the result of this exhibition 


136 


and inspection Mr. Lilienthal made pub- 
lic letters wnich he sent to exhibitors. 

In his communication to manufactur- 
ers which exhibited refrigerators, Mr. 
Lilienthal complained that prices were 
still too high and suggested that they 
make an entirely different approach in 
the design of refrigerators in which costs 
are markedly reduced without the loss 
of essential quality and durability. 
Though accepting the prices submitted 
for ranges, a similar suggestion for a 
new design at lower cost was asked. 
To water heater manufacturers Mr. 
Lilienthal heid out the prospect of lab- 
oratory tests “under recognized auspices 
and with the continued cooperation of 
the United States Bureau of Standards 
and the Bureau of Home Economics 
of the Department of Agriculture. 

The prices agreed upon were not made 
known by Mr. Lilienthal. 

Sales are to be financed through the 
$10,000,000 set aside by the Reconstruc- 
tion Finance Corporation and at least 
until Aug. 1 none will be financed out- 
side the Tennessee Valley area. Later 
it is expected to engage in similar fi- 
nancing in other electrified areas of the 
country. Mr. Lilienthal said that it is 
anticipated that a large part of the 
credit will come through the commer- 
cial banking system, which, he pointed 
out, “has been looking for just such 
high type of consumer paper, consistent 
with the needs for liquidity.” Money 
is to be supplied by the EHFA direct to 
consumers, and according to Mr. Lilien- 
thal, the cost of financing will be greatly 
reduced, due in considerable part to a 
cooperative arrangement whereby collec- 
tions will be made by the utility com- 
pany on the consumer’s electric bill 
rather than through a separate and du- 
plicating medium. The rate of interest 
will be low but has not been definitely 
determined. 


~The plan is expected to work about 
as follows,” said Mr. Lilienthal. “Mrs. 
Jones will go to an existing dealer in 
electrical appliances in her home town 
and select a model of one of four types 
of electric equipment, refrigerator, elec- 
tric range, electric water heater, and a 
typical piece of farm equipment such as 
portable motor or water pump. She will 
sign appropriate papers and the dealer, 
after her credit has been passed on. 
will transmit these papers to the Electric 
Home and Farm Authority, which will 
pay the dealer in cash and the dealer's 
responsibility except as to contingent 
credit losses, will be ended. Delivery 
will then be made to Mrs. Jones. 


Local Rates Must Be 
Low Enough 


“In order for the plan to be open io 
the dealer and to Mrs. Jones, it will 
be necessary that the local electric com- 
pany shall have submitted rates to the 
KHFA which meet the agency’s approval 
as being low enough to make the use 
of such appliances feasible for people 
of small income. Each month the local 
electric company will add to Mrs. Jones’ 
bill for electric energy an item which 
in four years will amortize the total 
commitment for appliances together 
with interest. These collections, the 
electric company will remit to the 
EHFA.” 

Mr. Lilienthal said that while there 
is no direct financing for manufactur- 
ers, the plan will help them in laying 
out production. He looks for a very 
wide market and stated that utilities 
themselves are planning large orders 
and that the trade is anticipating a mar- 
ket for 150,000 refrigerators of the low- 
cost type. 

While under its corporate powers the 
EHFA is authorized to manufacture elec- 
trical appliances, Mr. Lilienthal said 
such a contingency is remote. He also 
took occasion to deny a report that Con- 
troller General J. R. McCarl has inter- 
fered with the EHFA and is studying its 
legality. 

It was stated that many inquiries re- 
garding appliances have been received 
from large public systems, particularly 
in Los Angeles, Seattle and Tacoma, but 
it was explained that the activities of 
the EHFA will be confined to the Ten- 
nessee Valley until Aug. 1. If the plans 
work out, it was stated, there is not seen 
any legal obstacle to prevent “reasonable 
expansion.” 
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YARD-MAN 


The FIRST and 
ONLY Silent 


Lawnmower 







EVERY GARDENER 
is a Customer for 











“Black Leaf 40” protects 
vegetables, flowers and 
fruit from damaging in- 
sects. Its double killing 
action — by contact and by 
fumes — gives it a big ad- 
vantage over non-volatile insecticides. Safe, because 
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da it “fumes off” (evaporates), “Black Leaf 40” leaves no harmful 
as residues, Every gardener is a prospective customer. New uses 

vill (nationally advertised) are creating customers 

ler. . in new fields and a year ‘round demand. 

on, You, too, can have a Banner Spring Directions for many uses are given on labels and 

ric Spring is here. The Silent Yard-Man in FREE booklets we furnish for your customers. 

vill on Lawnmowers * is developing a substantial volume of Your Profit possibilities in ‘Black Leaf 

* new business for our dealers and increasing their total mower 40” are increasing. How is your stock? 
es sales. For, at last here is something new—different—with : eer ” 

nt cadd appeal. A SRENT LAWNMOWER Mendeeds have | = ™* Ose eeeten “Ram Lat ae 

ry : discarded practically new mowers to buy a Yard-Man. TOBACCO BY-PRODUCTS & CHEMICAL 





CORP. 
Incorporated 
LOUISVILLE, 
KENTUCKY 








Silence is achieved by eliminating gears and by precision 
construction so that cutter bar does not beat against the 
blade. Precision, together with finest material, makes the 
Yard-Man cut like sharp scissors—and makes it stay sharp 
far longer. 







FREE 
Display Material 


Ask for the Ad-pak,” our 
FREE display kit. It con- 
tains counter displays, 
booklets, spray charts, 
dealer ads and other 
material to aid in mak- 
ing more sales for you. 
Write for it today. 














a Jobbers: Get in on the ground floor. Dealers: Stock up; get 
ill your share of profits this sure winner will bring. Send for 
m- Pamphlet HG and prices. 


al hitesadtieatini Inc. Jackson, Mich. 















; | SAND’S LEVEL SIGHTS 
h Make A — Any a - A Big Seller To 


al Easily attached. 7 " 
<® Critical Customers 











Sold separately or 
comes as standard », 
le equipment, if speci- 





fied, on any 4-glass . F ‘ . 
1e wood or aluminum Write for Cortland Bronze is the outstanding screen 
level at no addi- Further Details cloth for appearance and service. It is 
re tional cost. bought for the finest homes—pleases the 
r- ame” STEVENS NO. 585 SAND’S-STEVENS MACHINIST most critical customers. Made of 90% 
q HEXAGON LEVEL copper and 10% zinc—unusually strong 
1 Weight, % ounce; Length, 3%”. Made 2%” to 8” inclusive, of 
- Bottom’ surface flat for accurate hatidenen ‘aisauh aia. and absolutely rustless under all weather 
| surface Yveling, Basily attached | Cats tye gaan, enty to ace. Used conditions. 
aS vents accidental detachment. Used by steam fitters, tile setters, die , 
i by ROAD BUILDERS, Carpen- — and general machine shop We control every operation from raw ma- 
Sk ew Sees See terial to finished products. 
oi “Sand’s Levels Tell The Truth” 


CORTLAND BRONZE 
Screen Wire Cloth 


is obtainable in all widths in even inches 


SAND'S LEVEL & TOOL CO. = Strat "wicnican 














i In Most Any Position Sanat from 18 to 42 in. inclusive. Also 48-in. 
t , double selvage as standard. Bright or 

‘4 Motorists find this B. & C. Im- Ra(\ antique finish, Made to com- 

é proved Adjustable “S’ Nut WARK ply with specifications adopted 

‘ Wrench ideal for use in awk- by “The Bureau of Standards, 


ward places. It is quickly adjustable and Department of Commerce,” 
can be used where other wrenches can S.P.R. 122-31. 
neither reach nor operate. Made in 5 Ask your Jobber for prices. 
sizes: 6, 8, 10, 12 and 14 in. Open to 

OUR CONDENSED Cay 


Z , 1%, 1% d2in. Aver opular see Atatog 
%, 1, 1% 4 an in y pop peta 
seller. Ano 

“) 


Ask Your Jobber | Cc 





BEMIS & CALL CO. OTHER 
Sprin gfield Mass. 


Now Shipped_ in 
Str Individual 
CORTLAND ’ N. ¥Y en Pike Gartene . 
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SNELL 


Improved Ship, Public Utility, 
Expansion, and Solid Centre 
Bits. Send for catalogue, or 
see our advertisement, the 
Catalogue and Directory of 
Hardware Age. 
SNELL MFG. CO. 
Fiskdale, Mass. 


BITS 


Established 
1790 








ROCHESTER 
SASH BALANCES 
FOR YOUR PROTECTION 
Are Not Sold 
To 
Mail Order Houses 
When ordering Sash Bal- 


ances from your Jobber 
specify them by name. 


Rechester Sash Balance Co., Ine. 
Rochester, N. Y. 














FAIR DEALING 
GOOD PROFITS 


SEND FOR LATEST CATALOG 


CLARK BROS BOLT CO. 


“4 BEMISS ST. MILLDALE.CONN 











Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 
- 
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New Clean Up and Paint Up Display Material 
for 1934 Is Ready 


Some very attractive, new and col- 


orful display material, emphasizing the 
increase in employment and the stimula- 
tion of business recovery, through clean- 
ing up, painting up, fixing up, repair- 
ing, modernizing and planting, has been 
prepared by the National Clean Up and 
Paint Up Campaign Bureau for 1934 
use. 

The material includes two new win- 
dow displays, No. 29 and No. 30. The 
No. 30 display, (below), depicts interest- 
ing little figures of painters and other 
workmen busy on both the outside and 
the inside of the house, with a pair of 
pleased householders looking on, be- 
came available for distribution only 
within the last month, and is the newest 
thing of its kind. 

Four new and brilliant window 


cards, in multi-color, which have been 
designed in tune with the times and 
with emphasis upon employment, paint- 
ing, repairing and modernizing of 
property, also have just become avail- 
able for shipment. 

Another new feature is the brand 
new design of a “Clean-Up, Paint-Up, 
Fix-Up” cloth banner, red, white and 
blue, size three feet by ten feet. 

Colored illustrations of the new dis- 
play pieces are shown in the 1934 
Clean Up and Paint Up list of display 
material, which has just been received 
from the printers, and copies of which 
list will be sent free to anyone, upon 
receipt of request, by the National 
Clean Up and Paint Up Campaign 
Bureau, 2201 New York Avenue, N. 
W.. Washington, D. C. 


BEAU TIFY: MODERNIZE 








Aisle Table Makes Good Miniature “Pet Shop” 


Converting an aisle table into a minia- 
ture “pet shop” has proven a very effec- 
tive method of reminding customers of 
things they should buy for the dogs, cats, 
birds or gold fish in the Grand Avenue 
Hardware, Oakland, Calif. To save 
space and incidentally increase the at- 
tention value of displays, upright rods 


with two cross arms on each end of the 
table are used for showing such items as 
collars, leads, harness and chains. On 
the table are dog, bird and fish foods, 
feeding pans, pads, insecticides and so 
on. Three open bins of dog biscuit are 
grouped on one side of the table. Ad- 
ditional stock is kept underneath. 
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The Best HEDGE SHEAR 


A strong claim which is proved by 


performance. This means ready sales 
for you. Stock up on the Shear that 
out-cuts and out-sells competition! 


Send for catalog 


SEYMOUR SMITH & SON, INC. 
OAKVILLE, CONN 












SURE-CURE 


There’s good will and profit in Sure- 
Cure weaners for cows and calves. A 
farm standard since 1905—well over 
100,000 sales a year prove satisfaction, 
price and dealer profit. 














No. 203 Humane Type 





NATIONALLY ADVERTISED 


This spring advertising in Cappers 
Farmer, Hoards Dairyman and Suc- 
cessful Farming will direct readers 
to your store. Ask your jobber 
or write 


IMPERIAL BIT & SNAP CO. 


Racine, Wisconsin 





Prong Type 


No. 205 

















SINCE 1888 


COBURN 


DOOR HANGERS AND TRACK HAVE 
ROLLED DOORS OPEN WITH EASE 


CoBURN TROLLEY TRACK Co. 
HOLYOKE, MAss. 








| 
| 








“Snap-On” Self Adjusting 
BIBB RESEATER 


A REAL TOOL TO RETAIL FOR ONLY 50 CENTS 


ie poncho and easy to operate. Now every cus- 
tomer who buys washers from you can quick- 
ly reseat the valve, and make the washer work 
perfectly. Another satisfied’ customer ... and 
you make an extra profit, too. Maintenance 
directors in factories and office buildings find 
this new tool a little wonder. Low retail price 
makes it an easy seller. 


SHEPARD & MOORE, Inc. 


Also the home of the famous “Snap-On” Split Stem 
Bibb Washer 


1514 PROSPECT AVE. — CLEVELAND, O. 


R. MURPHY’S STAY-SHARP KNIVES 


THE LINE THAT SELLS! 


Stay Sharp Blades—Stay Set Handles—Perfectly balanced 
Knives to work with, have made them 





The 
Preference 
of 
Master 
Mechanics— 
Apprentices 
and 
Laymen 
Since 


1850 








Write for Catalog of complete line—and reasonable prices. 


ROBERT MURPHY’S SONS CO., AYER, MASS. 








Demand increasing 
for these devices 
to Hang-up-Things 


, Glass Heads, 
Moore Push-Pins - - - - - “Stee! Points, 2 


sizes 

: : Can be used 

Moore Aluminum Push-Pins - vip o‘hemmer 

For Pict . Mir- 

Moore Push-less Hangers - - 30 c°4 sizes 
In Window-front Packets to sell for 10¢. 

Attractive Counter Displays which makes sales. 


Your Jobber has them 
Send for new Illustrated Price List of all our products 


MOORE PUSH-PIN CO. 


113-125 Berkley St. Philadelphia, Pa. 



















STRONG 
DEPENDABLE 


for all purposes 
in all sizes 









Ask your Jobber, or write 
AMERICAN CHAIN COMPANY, Inc. 


BRIDGEPORT, CONN. 4 
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Steel Brick and Mortar Hods 





No. 162 Brick, 
22”x10"x7” deep. 


No. 158 Mortar, 
26"x12” x 114%” deep 
Have been used for years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. 


Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
EK. 38th St. and Hamilton Ave. Cleveland, Ohio 

















NRA Tightens “Loss Limitations” in Drug Code 


Gen. Johnson Issues Order to Retail Drug Trade. Applies to 


All Retail Trades. 


By L. W. MOFFETT 


Prohibits Sales Below Cost of Small Dealer. 


Washington Representative of HARDWARE AGE 


ESIGNED to prevent predatory 
bD price cutting, National Recovery 


Administrator Hugh S. Johnson 
has issued an order, effective April 8, 
which tightens the “loss limitation” pro- 
vision in the code for the retail drug 
trade. While the provision governs prac- 
tices that are peculiar to the drug trade, 
the principle established under the order 
is also applicable to hardware and other 
retail lines and for that reason has occa- 
sioned widespread interest. 

It was stated that the predatory price 
cutting which it is proposed to eliminate 
is done by only a small percentage of the 
retail drug stores, and consists of “loss 
leader” sales on standard articles below 
the cost price of the vast majority of the 
smaller concerns in the trade. 


Bait Offers 


The modified order, proposed as pro- 
tection for small drug dealers, prohibits 
sales below the cost of purchase nor- 
mally obtainable for the effected mer- 
chandise by small drug retailers. It is 
held that such sales prices are not a 
true indication of the general level of 
prices of competitors but are in the 
nature of bait offers to attract trade. 
For this reason it is declared to be an 
unfair trade practice, now prohibited 
under the order, for any drug retailer 
to sell any drugs, medicines, cosmetics, 
toilet preparation of drug sundries at a 
price below the manufacturers whole- 
sale list price per dozen. 

Provision is made that in the case 
of products which are not customarily 
sold in dozen or greater lots the code 
authority may fix a comparable unit 
quantity. It is likewise provided that 
any discount, free deal, or rebate which 
is made available to all purchasers of 
dozen lots or comparable quantities shall 
be considered as part of the manufac- 
turer’s wholesale list price. 

Meanwhile announcement has been 
made that Deputy Administrator H. O. 
King will preside at a hearing on April 
11 to consider nodifications to the code 
for the washing and ironing machine 
industry, among which is one which is 
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intended to clarify the provision relating 
to sales below cost. It would add the 
exemption of sales below cost when 
effected for the purpose of meeting com- 
petition. Another amendment would 
authorize the filing with the code author- 
ity of price lists and terms and condi- 
tions of sale 10 days before their effec- 
tive date. This latter proposal runs en- 
tirely counter to a recently adopted 
policy of the NRA which calls for the 
immediate effectuation of prices when 
filed. Another addition to the washing 
and ironing machine industry would 
declare misleading or inaccurate adver- 
tising to be unfair. 

Plans for the hearing on these amend- 
ment were made following an order 
issued by General Johnson granting ap- 
proval for a 90-day trial period of 
standard principles of cost accounting 
and methods of cost finding submitted 
by the washing and ironing machine in- 
dustry. The trial period is to begin 
April 10. At its conclusion, the cost 
system will become permanent unless 
otherwise ordered. 

General Johnson approved the system 
with the proviso that “any member of 
the industry shall be permitted to sell 
below his individual costs to meet exist- 
ing competition on preducts of equiv- 
alent design, character, quality or speci- 
fications.” 

The test period will carry the industry 
through the spring production peak, 
which will run until June. It is expected 
to alleviate a price war which has been 
in progress in the industry, the NRA 
stated. 


Conflict With NRA 


The moves toward standard methods 
of cost accounting and governing sales 
below cost have taken on a great deal 
of activity since the general code con- 
ferences recently held where they were 
the subjects of much discussion. They 
are also due in part to complaints 
from consumer interests, widespread at 
the general public hearing, that ad- 
vantage had been taken of pricing sys- 
tem to kite prices unduly. The NRA has 


as yet determined upon no uniform 
policy to control price policies nor cost 
accounting policies, and this is not 
strange in view of the many ramifying 
elements involved, not only within a 
given trade but as between the different 
trades. There is still a conflict over the 
questions within the NRA itself as there 
are conflicts within the NRA over many 
other questions. 


Present NRA Policy 


The policy of the NRA at present ap- 
pears to be one of handling cost account- 
ing and price policies as problems of 
each industry arise. Approval is being 
given or denied as the questions are sub- 
mitted. One of the latest approvals for 
standard methods of cost accounting is 
for the fishing tackle industry. The 
seller’s own “reasonable cost of produc- 
tion and distribution” has been defined 
by the industry as required. 

The effective date of the code for the 
small arms and ammunition manufactur- 
ing industry has been postponed by 
order of General Johnson from April 2 
to April 16. The purpose is to allow 
the industry more time to become ac- 
quainted with the provisions of the code 
as approved March 22. 

General Johnson also has issued an 
order staying those provisions which 
prescribe a waiting period between the 
filing and effective date of revised price 
lists. The stay is for 60 days or until 
completion of the study of open price 
associations now being conducted by the 
NRA in an effort to arrive at a uniform 
policy on price policies for codes. 

Administrator Johnson has approved 
a divisional code for the power and gang 
lawn mower manufacturing industry as 
a branch of the fabricated metal prod- 
ucts industry. The supplemental code 
providing for separate administration 
and fair trade rules became effective 
April 5. It was approved subject to a 
stay of provisions prescribing a waiting 
period between the filing and effective 
date of revised price lists. The stay is 
for 60 days or until after the completion 
of a study of open price associations. 
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EDDYSTONE 
long wearing and « Display Carton 


PELHAM—~guara TUBEHANKS- 


Our exciusive 


Silver Lake Co. 


Newtonville, Mass. 








Build a Profitable 
Separator Business! 


Sell the New Iowa—with 35 years of success- 
ful Separator experience behind it—it’s the 
Sepaintur that has outskimmed all competi- 
\ tion. New models at lowest prices in our 
\ history. A host of features including exclu- 
y sive Iowa Self-Stabilizing Bowl and 
¢ Automobile-type Lubrication. When 

you sell an Iowa it stays sold. 
THE IOWA “COLT” % H. P.— 

4 CYCLE ENGINE 


A big seller. Many 
uses on the farm 
and in the shop. 
Sells for only $36.00 
with good profit to 
dealers. Real op- 
portunity for Deal- 
ers. Write us. 


ASSOCIATED MFGRS. CORP. 


400 Mullan Ave., Waterloo, lowa 























QUALITY 
CONVENIENCE 
ECONOMY 


are all combined in the handy package of 
Gardiner Repair-All Solder which retails for 
only 18 cents. Improved methods of manu- 
facture make it possible for you to obtain the 

highest quality solder 


2. 
at lowest prices. Your 
iS CLT sSs1e@r jobber can supply you. 
Ne ACID-CORE SOLDER GARDINER METAL CO. 


Also available in 4821 So. Campbell Avenue 
1, 5 and 20-lb. spools Chicago Ilinois 
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“NATIONAL 
Builders Hardware 
A well known, thoroughly dependable line 


that sells readily, returns a good profit 
and satisfies every customer. 


National Manufacturing Co. 
Sterling - Illinois 


National hardware is sold direct to the retail dealer—a 
policy that promotes quality, service and direct selling 
cooperation. 











HILL CLOTHES DRYER CO., Inc. 


* Manufacturers 

of the famous: 
Hill Champion, Eureka 
Atlas Style D 
Spartan Style H 

and Roof Dryers 


HILL 


CLOTHES DRYER CO., Inc., Worcester, Mass. 
New York Distributor 


H. Kornahrens, Ine. 





WE DO OUR PART 


BUILD SUPPLY SALES 
CLANCY 
‘‘SURE-GRIP”’ 


GALVANIZED STEEL 


HOSE CLAMPS 


—STOP THOSE LEAKS— 


. Easy on the Hose 
Permanently Tight 


J. R. CLANCY, Inc: 


Syracuse N. Y. 

















MOULTON LADDERS 


Strong and Safe 


Profitable, Satisfactory Sellers 
YALE (MECHANIC TYPE) STEP- 
LADDER as shown. A quality step- 
ladder, made strong, safe and dur- 
able. Has malleable top hinges 
clamped over top—¥% in. Steel rod un- 
der each tread with truss block. Steel 
braces under bottom tread. Cad- 
mium plated hardware. Sides 3% 
in. Legs 2% in. with 1% in. rungs. 
Treads 3% in. Sizes 3 to 12 ft. 
Wet. approx. 3 Ib. per ft. 

EXCEL STEPLADDER—a safe, light 
weight stepladder at a lower price 
than the Yale. Sizes: 3 to 12 ft. incl. 
Wet. approx. 2% Ib. per ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 


Somerville Mass. 











MOLDED RUBBER GOODS 
= & Lp = > 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 


© me may ¥ 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Help Wanted,” “Business Oppor- 

tunities,” “Sales Accounts Wanted” and 

“Sales Representatives Wanted” advertise- 
ments. 





Set Solid, Minimum of 50 words... ..$3.00 
Each additional word............ 

All Capitals, Minimum of 50 words. . 4.00 
Each additional word..........++. .06 

Allow Seven Words fer Keyed Address. 


Remittance Must Accompany Order 


BOXED DISPLAY RATES 
B teat os cccccscccccccccccccce ce SEOO 
Each additional inch .............. 4.00 


Discounts for Classified Advertising 
4 insertions. 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Positions Wanted Advertise- 
ments. 











Send check or money order, not currency 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 
previous to date of publication. 
Address advertisements and lies te 
HARDWARE AGE, Classified 0 nities. 
239 West 38th St., New Y City. 











BUSINESS OPPORTUNITIES 


HELP WANTED 


POSITIONS WANTED 





WANTED—TO PURCHASE PART IN- 
TEREST in moderate sized hardware business 
by educated manufacturer and salesman acquainted 
with tools, supplies and electrical equipment. 
Would take active interest and responsibilities 
and could add new products and sales. Address 
7 B-391, care of Harpware Ace, New York 

ity 








SALES ACCOUNTS WANTED 





MANUFACTURER’S REPRESENTATIVE 
IN CALIFORNIA, who can get the business 
seeks the account of a progressive machine screw, 
nut, and bolt manufacturer. Has own warehouse 
in Los Angeles, and carries some stock, bought 
outright, for the small trade. Address Box 
B-392, care of Harpware Ace, New York City. 





CHICAGO SALES DISTRIBUTION—-AN 
ORGANIZATION of go-getters will sell for your 
account on a strictly commission basis. Ware- 
house facilities. What attractive lines have you 
that will fit in with our contacts with jobbers, 
department and chain stores? Thoroughly re- 
liable and financially responsible. State proposi- 


tion and facts in full in first letter. Address 
Box B-397, care of Harpware Acer, New York 
City. 





A HIGH GRADE GO-GETTER ORGANIZA- 
TION is open for a_real Manufacturer’s Agency 
proposition covering Maryland, District of Colum- 
bia and Virginia. The organization comprises 
thoroughly experienced merchandisers and _sales- 
men with a complete office force. Address Box 
B-398, care of Harpware Ace, New York City. 





NOW AVAILABLE — A HIGH-CLASS 
SALES REPRESENTATIVE who has been sell- 
ing the retail hardware trade in California for 
over eight years. Can handle another good line 
of staple merchandise in connection with present 
line. Interested only in selling direct for manu- 
facturer to hardware dealer, on a commission 
basis. Has a wide personal acquaintance with 
retail hardware trade in California. Can furnish 
satisfactory references. Address Box B-399, care 
of Harpware Ace, New York City. 








SALES REPRESENTATIVES WANTED 





WANTED: SALESMAN CALLING ON RE- 
TAIL and wholesale hardware and seed houses, 
who normally has a relatively slack season from 
May to September, to sell seasonable nationally 
advertised attractively packaged specialty line on 
commission basis. Numerous established accounts, 
line is an old and well-known one, not difficult 
to sell. Address Box B-383, care of HARDWARE 
Ace, New York City. 
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LARGE WHOLESALE HARDWARE, 
HOUSEFURNISHING, ELECTRICAL house 
requires several salesmen to cover Westchester 
County, Connecticut, New Jersey, Hudson, Essex, 
Union, and Bergen Counties. Commission basis 
and have fol- 


only. Must know line thoroughl 

lowings in sections mentioned. one others need 
apply. Address Box B-381, care of HarpWwarE 
Ace, New York City. 





WITH SOME 

State 
Address 
New York 


WANTED—YOUNG MAN 
experience in wholesale catalog compiling. 
age, experience and salary expected. 
a B-393, care of HARDWARE AGE, 

ity. 








POSITIONS WANTED 








A DIRECTOR OF SALES—AVAILABLE for 1934— 
Of long standing association and executive contact 
with hardware jobbers throughout the United States 
—trained in correlating sales, advertising and pro- 
duction—sales promotion and market analysis—field 
sales. Of wide experience in the selection—training 
and direction of salesmen—layout of territories— 
prospect and customer follow-up—correspondence—gen- 
eral supervision. One who has actually done the jobs 
he directs from junior to senior salesman—district 
manager—branch manager—asst. sales manager—gen- 
eral sales se who has always carried large 
volume of personal sa 

Address Box B-376, 5 Heréware Age, New York City 














HARDWARE MAN — FORTY-THREE 
YEARS OLD, sober and industrious, twenty 
years’ experience in wholesale and retail hard- 
ware open for position with reputable retail firm 
where work and integrity will be rewarded. Can 
furnish best references as to ability and char- 
acter. Will go anywhere. Middle West or 
South preferred. Address Box B-394, care of 
Harpware Ace, New York City. 





SALESMAN WITH FIFTEEN YEARS’ EX- 
PERIENCE selling to the hardware house fur- 
nishings and electrical trade desires position with 
manufacturer or jobber. Have personal dealer 
acquaintance and large following with general 
hardware buyers throughout New York Metro- 
politan District and New Jersey. Interested in 


staple lines which offer re-order possibilities and 
an opportunity to build substantial volume. Ad- 
dress Box B-395, care of Harpware Ace, New 


York City. 





ACCOUNT, AUDITOR AND ALL-ROUND 
OFFICE MAN desires c tion with r 
ble, progressive firm anywhere. Refined, “neat, 





rapid, accurate. Have had experience in rd- 
ware, housefurnishings, plumbing, sheet metal, 
paints, sporting goods and kindred lines. Age 


44, steady, sober and reliable. Can open, close, 
install systems, departmentalize, etc. Reasonable 
salary; best of references; bond. Correspondence 
a pleasure. Address Marion, Lock Box 319, 
Perry, Iowa. 








Hardware Personnel 


FOR THE HARDWARE 
AND 
ALLIED INDUSTRIES 


WHOLESALE RETAIL 


Men and women are registered in this bureau who 
can successfully fill any position listed below. Well 
recommended and trained in their occupations. 
a DEPARTMENT 
Assistant rr Ty department managers. 
SALES DEPARTMENT 
Assistant sales manager, salesmen, 
outside, sales correspondents, price clerks, 


clerks. 
PURCHASING DEPARTMENT 
Bovere. pick up boys. 
OFFICE MANAGER 


inside and 
order 


— bookkeeper, stenographers, clerks, mal! 
SHIPPING ee 
clerks, truck or chauffeurs, 





stock” DEPARTMENT 
Stock men, order pickers. 
ADVERTISING AND PUBLICITY 
Catalogue compilers, circular layout men, ma 
chine operators. 
CREDIT J gees 
Credit pons tonne collectors. 
BILLING | DEPARTMENT 
ng ¢ 3s, Ing_machine operators 
RETAIL DEPARTMENT 
Managers, assistants, cashiers, counter clerks, 
store salesmen, store boys, rn clerks, re- 
ceiving clerks, locksmiths, repair men. 
NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


This is the only employment agency which special- 
izes in the hardware and allied industries. 


Associated Placement Bureau 


152 West 42nd Street, New York City 
Wis. 7-1802, 1803 














General Manager - - Sales Manager Seasoned 


specialist in operating and enlarging 
national and foreign markets for important com- 
panies available. Reorganizations and merchandis- 
ing plans effected and special reports most effective 
in increasing sales and improving financial posi- 


executive 














tion prepared, by communicating with George 
Mortlock. C.P.A. Industrial Engineer, care of 
Harpware Ace, N. Y. City. 

5) 
SALESMAN HAVING COVERED OHIO 


FOR several years is desirous of making a good 
connection with some reliable manufacturer or 
jobber. I have been calling on the hardware and 
plumbing jobbers and dealers and am personally 
acquainted with the trade. Unquestionable refer- 
ence can be furnished. Address Box B-396, care 
of Harpware AGE, New York City. 


HARDWARE AGE 




























HE ADVERTISED IN THE RIGHT MEDIUM 


: This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 


Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 


advertising in the right medium. 


| HARDWARE AGE is noted for quick results— 





try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 





239 W. 39th Street New York 


O 
od 
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The Latest Colson Development 
CREATES NEW STANDARDS 


j paangeea cycling is here to stay and it behooves 
every bicycle dealer to ca:h in promptly on this 
striking improvement which adds so much to the 


pleacure and utility of cycling. 


Get in yor demonstrator order at cnce and be 
prepared to satisfy custome-s who want the very latest 
in cycling thrills. 


Amply tested, the Hi-Lo d-ive is a simple, stu-dy, gear 
shifting device that makes a bicycle a two-speed 
vehicle, capable of going up hill or through sand or 
mud. An instant success with boys or girls wherever 
shown. 


Send for the new Colson Bicycle Catalog, which shows 
many new models, Hi-Lo drive and other types. They 
will build up your trade. 


THE COLSON CO., ELYRIA, OHIO 


ols? 





BICYCLES 


CHILDREN’S 
VEHICLES 














NO NEED 
TO WALK 
UPHILL 
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What’s In A Name? 


The Red Shield emblem on a twist 
drill stamps it “approved” by the 
mos! exacting production engi- 
neers in the industry. 


The manufacture of high quality 
drills involves a tremendous 
amount of engineering—far more 
than would casually be expected. 
A fine drill is more than a product 
of machinery—it is also a product 
of proper design, heat-treating 
and metallurgy. 


Your customers have a right to ex- 
pect your drills to keep pace with 
high-speed production. Red Shield 
High-Speed Drills are your assur- 
ance that you are selling them a 
standard of quality that has been 
a tradition for more than two 
generations. 


THE STANDARD TOOL (0 


CLEVELAND 


New York Chicago 
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THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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POULTRY SUPPLIES 


—— MOE’S LINE 


= Ce CTE: a 7 “ 





v4 ‘ ’ ’ A PAD PA ae | 
a Yd Wl a ed 1 ed ed 





BANNER FEED- 
ER for Pullets and 
Full Grown Fowl. A 
fine all around feeder. 
Large capacity. Length 
32 in. Hinged Slotted 
Cover. Retails @ $2.50 
complete, or $1.00 
without Stand. One of 
many fine items in 
MOE’S BIG LINE 
of Supplies. Write for 
new 72-page Catalog. 


HoEFT & COMPANY 


2305 Davis St., North Chicago, Ill. 


Bommer 
Checking Floor Hinges 


(=, 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 

















10,000,000 SOLD! 


Vaughan’s 
Safety Roll Jr. 
Can Opener 





quick profits. 


Now’s the 


The demand for the world’s fastest 
selling can opener is increasing every 
day. time to uild 
new, profitable business with this na- 
L ~~ pd advertised seller. Safety Roll 


the simplest, smallest, most 


durable can opener made for the 


Can’t be beat for value and 


10¢ seller. Send for 
prices on this timely feature seller. 


World’s Largest Manufacturer of Can Openers 


3221 Carroll Avenue, Chicago, IIl., U. S. A. 


PACKED 1 TO CARTON 


DON’T OVERLOOK ' 
THIS SAVING ON CANNERS Lae 
FOR 1934 os 
* = 
It will pay you te write us about your <c 
requirements for fl ‘ 
COL-PAC CANNERS a 
1934 
2 styles—Both 24 qts. actual ca- 


pacity. Write us before you buy 
- and Save Money. 

















UNITED STATES STAMPING COMPANY 
QUALITY ENAMELED WARE 


MOUNDSVILLE, W. VA. 








UOFAIN TAPES— 
RULES and TOOLS 


In distributing them the dealer sells perfect 
satisfaction in the form of accurate mark- 
ings, easy, convenient operation and long 


service. 


106 Lafayette 


Handle them with confidence. 
Send for Catalog 


THE LUFKIN foULE £0. 


SAGINAW, MICHIGAN 


St., New York City 

















DOMES 
OF 
SILENCE 


Insist on the 
Genuine — 
Look for 
Name Inside 
Each Dome 


Ask Your 
Jobber 
We protect the 
Hardware Job- 
ber and _inde- 
pendent Mer - 
chant 


Domes of 








RETAIL PRICES PE 
¥%". 


D-19 Assortment 


Packed 1/3 
_ gtoss sets: 
1 doz. each 








1Y_” ( a” % 
15c 


Best sellers for 
22 years. Na- 
tionally known. 
ree sizes: %”, 
ye. New 1%" 
size. 

Refills — Packed 
48 sets of a size 
%” to %” in ° 


%” to in a 
by rhe 1%” and 
14%4”*—500 sets in 
a carton. 


R SET—4 PIECES 
a 


56". Ve" 48") 
Oc 


35 PEARL ST., 


Silence, Inc., yew yorx city 
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Uniform, standardized sizes—easy to 
order, easy to stock, easy to sell, and 
[4 make money for you. Highest quality 
—they do not deteriorate on the shelf. 
Horse, mule and pony sizes. 


Also manufacturers of the fa- 
mous Northwestern and Crown 
Horse Nails, a standard of 
quality round the world— 

Write for Price Lists, and 
further information 


FOWLER & UNION HORSE NAIL CO. /* 









1030 MILITARY ROAD, BUFFALO, N.Y. 7 1865 * 











BRUSH-NU COMPANY ,."- 
CZ 


MARYLAND Xo, 
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Ly, Red Precision 


4 Devil 


sick 
Machine 


Made From 












—— | WHEELS +e 
Are i" All Steel 
DIFFERENT a . ae 







SWIFTER 
SMOOTHER 


And Lasting 





















\\ 
p, CUTTING \ 
Slag 





No. 024 No. 023 
GLASS 
CUTTER corm 


It Pays To Sell The Best Selling 
GLASS CUTTERS 


ED DEVIL 024 has held leadership through the years by 
R maintained quality and improvements that never stop. The 
latest development is the precision machine made wheel, 
whose edges are shaped under terrific pressure before being 
ground and honed. The result is a toughness and uniform 
temper at the cutting edge never before attained in a glass 
cutter wheel—with smoother, faster cutting of hardest glass 
and longer wear. Every Cutter is now PREGREASED. 
Red Devil 023 has a head and wheel similar to 024. Its 
difference is in the handle, with small ball end for tapping glass. 





* /GL 

GRADY AXE AND ss /SLASS CUTTER 

HAMMER WEDGES 
(Made of Steel) 


Will not break like cast iron. They 
barb into the wood and cannot work 





No. 288 WALL SCRAPER 


m Supplied in seven sizes for 
comers, 8. hatchets, etc. The The best 25¢ scraper you have 
best wedges made. ever seen. Polished tool steel. 
3-inch flexible blade, with clip 
chisel point. Red Enameled 
Handle 


Also other styles, Putty Knives, 
etc. 









Stock this 
Big Seller for i 
| Spring Trade CAINS 
New — Revolutionary — 
the brass propeller dis- Sprinkles Water 





tributes rain-like nat- 





12 pelts Be TA. In a Far Flung 
Fs. re. ater 
Styles Double uickly because it de- Square aia 
Y Blades — = a to Rain-like Spray 


Nature’s Way 


Nothing its equal at 
GiveExtra the price. 


Value 


10¢ 
Up 


RED DEVIL TRIANGLE POINTS 


5c Boxes Cut true and clean— 
RED DEVIL WOOD SCRAPERS ‘ : all popular sizes. Big 
with Point sellers. Easy to 


Carpenters, Painters and Home Owners all 
need Red Devil Wood Scrapers. Highest 
Quality, Double Blades—Priced to SELL. 


wane RED DEVIL 1 SPRINKLER 
Do You Have New Catalog No. 14? If Not, Send for It! 


LANDON P. SMITH, Inc. IRVINGTON, N. J., U. S. A. 
" - ed RAPERS - PUTTY 
GLASS CUTTERS - GLASS [ ewil ] WOOD SC 
PLIERS - GLAZIERS’ POINTS cS) KNIVES-LAWN SPRINKLERS 


APRIL 12, 1934 


Driver in Each | Handle. 
Also Regular Packing, '« Ib., % Ib., Bulk, ete. 

















Show NEW Styles 


Pep llp = 
Your SELLING 


1934 Shooters Want 
These 1934 Numbers by 


WINCHESTER 


Get in on Popular Interest 
in Summer Shooting...with 


BUY APPEAL 








ERE are four new styles in well-established 
popular Winchester Guns that sell NOW— 

that keep on selling—for year-round use. 
New styles sell more guns—the same as fishing 
rods, radios and automobiles. These four fine new 
Winchesters are full of 1934 buy appeal. Exactly 


what customer after customer has been waiting for. 

Stock them for push-over sales with good profits. 
Stock them to pep up selling in general. The new 
Spring and Summer season’s latest Winchester offer- 
ings which so many able-to-spend shooters are itch- 
ing to get their hands on. Each meeting a definite, 
known demand for a Winchester built exactly as it 
is built. 

Get your initial order in TODAY 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN Dept. 40-?P CONN., U.S. A. 


Actual size ma- 


. iW chine-rest 10- 
ae: shot group at 
re 2 100 yds. with 
N E WwW it Super Speed .22 N E Ww 


New Model 12 Skeet Gun. Winchester 
\ | , New Super Gra Model 
ere Grade, Pow be } | Hornet Car- 54 Rifle Built in 22 Win- 
| on gauges. ine | J tridges, chester Hornet, 250/3000 
barre! with raised matted x s 270 Wine! 3 
rib and Winchester Skeet =! Seek. 5 A gem 
Choke. Pistol grip and ex- — ig 23 pl a iy 
tension slide handle check- NEW Sos howe duahan teen aos 
ered. Stocks all 14” x 1/2” pe pe ag ae 
| x 2%" « 2” pitch. New .22 Winchester Hornet Super Speed ing on grip and forestock, 

Staynless Cartridges with 2,625 feet per be refinements. 


N £ W second muzzle velccity. Flatter trajectory, w E W 
N t muzzle energy greatly increased, longer ss 
Sheet ond Gut ee a effective range, accuracy equal to regular New Model 21 Skeet Gun with pistol 
ard Grade Skeet Gun. Barre! with or cartridge. Hollow-point bullets. phe “Beilt ia in ie Pomme 
without solid raised matted rib. Push Regui "Model 21 a 
this Model in both grades, all four pg euangr shook peti whie 
styles. Phenomenally successful, as are: 14” x 12” x 22” x 2” pite ‘ 


WIN CHEST. 








TRADE MARK 
HARDWARE AGE 
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